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CHAPTER 1 

INTRODUCTION 

A. Introduction 

Waiting time is often regarded as part of service experience that can affect customer 
satisfaction, which is one aspect of customer behavior evolving over time. Long waiting time is 
associated with reduced service evaluation (Taylor, 1994), negative perception toward service 
quality (Dube-Rioux et al., 1989), low customer satisfaction (Katz et al., 1991), and poor first 
impressions (Baker and Cameron, 1996; Dickson et al., 2005; Maister, 1985). Thus, waiting-time 
reduction has been a major objective of service providers.  

The success of strategies and measures to reduce waiting time depends on specific 
business circumstances, the type of service, and service providers’ approaches and responsiveness 
to the problem, including their understanding of customers (Bitner et al., 1990; Hart et al., 1990). 
Also often cited in the literature is the potential of process improvement in reducing waiting time 
and ultimately bringing about better operational performance.  

The objective of this research was, therefore, to examine GSB customer perceptions 
toward waiting time and distraction strategies as well as to identify possible approaches to service 
system improvement in order to increase customer satisfaction. The study demonstrates that 
process improvement can have a significant impact on customer perceptions toward waiting time. 
According to the results, various strategies can be employed, including changing the service 
environment, distracting customers from their waiting, and opening express counters. 
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B. Company Background 

The Government Savings Bank or GSB is a state enterprise under the Ministry of 
Finance King Rama VI or King Vajiravudh founded to promote savings habit among Thai people. 
On April 1, 1913, King Vajiravudh issued an act formally setting up the beginning of the 
operation of the Savings Office under the Royal Treasury. To commemorate its opening, the GSB 
sets Savings Day on April 1 every year. Since its establishment, the GSB has improved its 
operational systems and services in all aspects in order to maintain its customer base of more than 
26 million accounts. Now almost 101 years old, the GSB still strives to promote savings habit and 
to be a top-notch financial institution that serves corporate and individual clients with effective 
management and governance principles. 

The GSB is a leading bank providing financial products and services to customers 
nationwide, especially those in rural areas. Special emphasis is placed on the development of 
small- and medium-sized enterprises (SMEs) through loans and many types of retail deposits. 
Revolving funds have also been created in local communities. At present, the GSB is 
runningover1,121 branches across the country accepting deposits from as little as 50 baht to as 
much as billions of baht.  

It is worth noting that the GSB is the only bank in Thailand operating under the Deposit 
Protection Act, where the government guarantees to pay back the amount of deposit in case the 
bank fails. In brief, this research paper will reveal the effect of operation system of the bank on 
customer perception of waiting time and the improvement of the system in order to create 
customer’s satisfaction. The essential recommendation is also provided in this paper. 
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C. Organization Structure of the bank   

 

Figure (1) Bank Structure 

D. Internal environment analysis 

SWOT analysis is an effective tool for evaluating environmental data covering both 
internal (strengths and weaknesses) and external (opportunities and threats) factors. It helps to 
minimize the effects of weaknesses while maximizing strengths by drawing on insights into the 
past and projections of possible solutions to existing or potential problems. 
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Strengths 

The bank is maximally stable as the government guarantees 100% of the deposit, thereby 
building customers’ trust and confidence in the bank. The GSB is the only bank in Thailand 
operating under the Treasury Savings Act so for the policy bank can manage by our own and 
bank has drawn a huge number of deposits from children as it was established from the savings of 
young kids.  

The bank has paid attention to training and human resource management. Such as 
employers have to training and developing skills 10 times per year. And the bank has had long-
standing experience in the financial sector and been through many economic crises.  
Weaknesses 

As a result of the traditional culture of the GSB, the employees are relatively inactive. 
Many types of operation are run manually, leading to long waiting time. Unlike commercial 
banks, the GSB has not employed a variety of advertising and promotional strategies informing 
customers of its products and services.  

E. External environment analysis 

Opportunities 

 Improvements in technology such as fraud check programs and smart chips have 
eased banking operations and ensured safety in transactions.  

 There has been an increase in the demand for loans from the government sector and 
among government officials, thereby increasing the market base for the GSB.  

 The ASEAN integration will enlarge the market base even further as a result of the 
influx of labor from the other nine member states of the ASEAN 

Threats 
 The economic instability of the country resulting from the political situation will 

affect the amount of savings and investment.  
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F. 5-force analysis 

Force 1: Threat of potential competitors 

The threat of potential competitors is moderate because the GSB is the only bank the 
deposit of which is guaranteed by the government. Thus, it enjoys more competitive advantage 
than commercial banks such as K-Bank, Thanachart, or the Bangkok Bank. 

Force 2: Competition between established companies 

Among similarly established companies in the banking industry such as the Bank for 
Agriculture and Agricultural Cooperatives and the Government Housing Bank, the GSB is 
relatively strong as a result of its high number of branches, lower rates of loan interest, 
competitive rates of deposit interest, and sale of popular GSB lottery. However, compared with 
commercial banks such as K-Bank or Thanachart, the GSB is weaker in terms of internet and 
mobile banking as well as advertisement.  

Force 3: Bargaining power of buyers 

It is easy for the GSB to maintain its customers because it requires lower rates of loan 
interest as well as offers flexible, varied types of loan credit agreement and deposit accounts for 
customers to choose from with competitive rates of interest such as 5, 6, or 12-month fixed 
account. 

Force 4: Bargaining power of suppliers 

The GSB is highly experienced because of it over 100 years of operation, thereby being 
able to build customer’s confidence and trust in the bank. And for the suppliers we have 
management Guru materials and tools from the government organization (Suksaphan Phanich). 

Force 5: Threat of substitute products 

There are many commercial banks to compete with GSB which each bank also have 
similar type of account and loan. However, GSB have special kind of loan for support low and 
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middle class people and GSB have policy to support SMEs business. For the deposit GSB have 
lottery and youth saving interest for children to saving their money. 

To determine the threat of substitute products, it is necessary to know the types of deposit 
and product that the GSB offers. 

Table (1) Interest rate; deposit Section 

Types of deposit Interest rates per annum 

Saving account 0.50 

Fix account 5 months 2.6 tax-free 
Fix account 3 months 1.3 

Fix account 12 months 2.35 
Special saving account 1.5 tax-free 

10/1 Insurance 3.8 tax-free 
Government Saving Bank lottery 2.75 tax-free 

 

Table (2) Interest rate; Loan interest rates 

TYPE INTEREST 

Personal loan MRR + 3.00 

SMEs loan MRR + 6.00 

Government officers loan MLR -1.00 

Home loan 3 types of loan  
 

From the above information, it can be seen that there are the threat of substitute products 
because of many banks also have this kind of interest rates. However for the many types of loan 
rates of GSB is lower than commercial banks. GSB has lottery which is famous for many 
customers who want to save their money and find lotto luck which this product is very popular 
and others bank have no this lottery so the threat of substitute products is low. 
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G. Theoretical framework 

 

 

Figure 2: Theoretical framework 

Based on the insights from the literature review in chapter 2 and interviews with the bank 
managers, the above framework for this research is proposed. Customer satisfaction refers to the 
extent to which customers are satisfied with the products and services that a business provides. 
This can be measured through survey questionnaires and interviews. The present study focused on 
reducing waiting time to increase customer satisfaction through service process improvement and 
distraction strategies. 
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CHAPTER 2 

Literature Review 

This chapter reviews the literature in five sections. In the first section, the relationship 
between waiting and customer expectation/satisfaction is presented. The second section discusses 
waiting time in more detail and distinguishes the differences between actual waiting time and 
perceived waiting time. Outlined in the third section are solutions to waiting time problems 
covering distraction strategies and service process improvement. In the last section, a summary of 
this literature review is provided.  

A. Customer satisfaction 

Customer satisfaction was traditionally defined as either an emotional or a cognitive 
response to a product or service, but more recently the definition of customer satisfaction as an 
emotional response is widely accepted. This concept is important among marketers and business 
owners as it provides them with a metric for managing and improving their businesses. In a 
survey of nearly 200 senior marketing managers, 71 percent found the customer satisfaction 
metric to be very useful for business management and monitoring (Beard, 2014). Customer 
satisfaction is also a reliable indicator of the likelihood that a customer will purchase again in the 
future. 

The presence of customers in any high contact services entails waiting resulting from 
uncertain and fluctuating demands. To deal with such a circumstance, service providers can 
increase capacity by hiring more staff and carrying out more investment in facilities to reduce 
waiting time. However, eliminating waiting completely will not be economically feasible, yet 
increased market competition requires continuous service quality improvement and achievement 
of customer satisfaction, which is negatively correlated to the duration of waiting time. 

For instance, Hui and Zhou conducted an experiment where university students used an 
online course registration system with system delay. Under one condition, the subjects were 
informed of the length of the delay, whereas those in another condition were not. The results 
showed that although delay information did not affect the subjects’ perceived waiting time, they 
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felt more control over the wait. Additionally, providing delay information reduced their 
dissatisfaction with the delay. It should be noted, however, that the effectiveness of delay 
information varies with the length of the wait. For a severely long wait, the information may be 
less effective as it will raise concern about the loss of time caused by the delay.  

In another study, Debe and Schmitt divided the typical waiting experience of customers 
into pre-process, in-process, and post-process phases. It was found that those encountering an in-
process wait perceived the duration of wait to be significantly longer than those encountering the 
same length of wait during the pre-process and post-process phases. 

In most service operations, customer expectation and satisfaction with respect to waiting 
depend on the following factors. 

• Customers’ prior experience. Their previous experience with waiting and their 
perceived wait significantly contribute to their satisfaction (Behara and Gundersen, 
2001). 

• The number of customers in the service facility. More tolerance to longer waits can be 
expected for busy operations (Behara and Gundersen, 2001). 

• Criticality of time to the customer. The criticality of the time spent during weekdays as 
opposed to weekends will be higher for working customers (Robinson, 1999). 

• Other intended or inadvertent distractions. Distractions such as slot machines installed 
near waiting lines or mirrors next to lifts can play a part in reducing perceived waiting 
time and thus increasing customer satisfaction. 

• Type of industry. The banking industry is one in which customer satisfaction is difficult 
to measure as a consequence of the predominance of human factors and behavioral 
characteristics. In addition, customer perception of time may be different from the 
objective, measured time in the manufacturing industry (Hirsch et al., 1950; Hornik, 
1984; Barnett and Saponaro, 1985). There are situations where await seems to be much 
longer or shorter than it actually is.  
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• Stress. Stress management theories postulate that a wait will be felt to be longer than 
usual among people under physical and/or emotional stress. Although several studies 
have indicated stress level as a potential mediating factor between perceived waiting and 
customer satisfaction, its impact on perceived waiting has not been conclusive. 

B. Waiting time 

Research investigating waiting from a psychological perspective reveals that customer 
service experience is affected by both actual waiting time and perceived waiting time.  

Hornik (1999) explored the relationship between these two factors in different types of 
waiting lines in various service outlets, including a supermarket, a department store, and a bank, 
discovering that customers were likely to overestimate actual waiting time across different types 
of lines and that their personal characteristics such as enjoyment from shopping and frequency of 
using a service did not change their perception of waiting.  

In a study of bank branches, Katz et al. (2002) found that perceived waiting time and 
“reasonable” waiting time increased as actual waiting time increased. Their research also showed 
that overall satisfaction decreased as perceived and actual waiting times increased.  

Tom and Lucey investigated the relationship between perceived waiting time and 
customer satisfaction under different store environments (busy vs. slow) and service quality 
conditions (fast vs. slow) in a supermarket chain. Consistent with Hornik (1999), Tom and Lucey 
found that in addition to overestimating the actual waiting time, the customers were more likely to 
be affected by perceived waiting time than by actual waiting time. It was also found that 
perceived waiting time influenced satisfaction with the service but not the store. 

Davis (1991) associated shorter perceived waiting time with higher satisfaction with the 
speed of service and with higher quality of service in a fast-food operation. Taylor’s (1994) study 
of airline boarding lines went a step further by examining the effects of distractions on service 
satisfaction, concluding that although delays decrease customer satisfaction, filling empty waiting 
time with distractions can reduce customers’ anger and feeling of uncertainty.  
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C.  Solutions to waiting time problems 

1. Distraction strategies 

Customer perceived waiting time is influenced by various factors in a service 
environment. Baker and Cameron (2008) advanced an integrative with a comprehensive list of 
service environment variables that might affect customer perception of waiting. According to 
them, service environment variables could influence the perception of waiting time by changing 
either perception of time or perception of queue. They proposed music, lighting, color, employee 
visibility, filled time, and social interactions as variables related to time perception, and spatial 
layout, queuing progress, and social justice as variables related to queue perception. 

Despite having no impact on perceived waiting time, playing music has been found to 
have positive effects on customer emotional response to await and a service organization. 
Specifically, positively valenced music is likely to engender a more positive response than 
negatively valenced music. In their research, Katz et al. set up a clock and a news board into a 
bank branch waiting line. It was found that neither significantly reduced customer perception of 
waiting, but the customers tended to overestimate their wait less with the presence of the clock.  

Gard (1997) states that music acts on the limbic system, which is the center of emotions 
in the brain. Previous research has demonstrated a relationship between the use of music and the 
perception of time (Tom et al., 1997; Antonides et al., 2002). Several studies found specifically 
that relatively fast and unfamiliar music could reduce the perception of time progress (Milliman, 
1986; Yalch, 1986; Yalch and Spangenberg, 1988). 

In addition to music, much behavioral research has been conducted on the effect of 
ambience on waiting. This is perhaps why retailers have for many years enhanced their sale with 
the aroma of freshly ground coffee or freshly baked bread and bakery goods. 

2. Service process improvement 

Process improvement refers to a measure by which a process can be made better by 
identifying a better approach to manufacturing and service (Durrande-Moreau, 1999).  

The design of a process greatly determines the degree of waiting time. Should process 
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design be managed to reduce waiting time, both customer dissatisfaction and defection will 
definitely be lowered (Davis and Heineke, 1998; Taylor, 1994). A number of alternatives are 
available to choose from in the process of designing service delivery. 

Attention has recently been paid to service process redesign and alternative service 
configuration development. To illustrate, many retail stores have adopted the express checkout 
system in which one or more checkout lines designated as express lines serve only customers 
purchasing a small number of, typically less than 12, items. With their potential for serving more 
customers during a certain period than regular checkout lines, the express lines cut down waiting 
time for customers with fewer items, and hence help to reduce the average waiting time and the 
average length of the waiting line of the whole system.  

Not only may process redesign change actual waiting time, but it may also have a 
significant impact on perceived waiting time. Recent studies on psychological aspects of waiting 
lines suggest that perceived waiting time is a more accurate predictor of customer satisfaction and 
that it is quite different from the actual amount of time customers spend waiting, depending on 
why, how, and what customers are waiting for. At Disney World, for instance, visitors have to 
spend at least 45 minutes waiting for a number of popular rides just to take 3-min rides. However, 
most are quite satisfied probably because the distractions Disney employs make visitors feel a 
shorter duration of waiting. 

Customer waiting time represents the first direct interaction between customers and 
service delivery processes. Thus, most service operations pay particular attention to the 
importance of waiting time management. Service managers have recently made efforts to reduce 
customer waiting times and, in some cases, to eliminate waits completely through process 
improvement or adoption of faster technology. 

Organizations that conduct true process improvement are determined to understand the 
contributing factors in a process and ultimately to reduce variation, eliminate no value-added 
activities, and improve customer satisfaction. All factors affecting a process are examined in 
detail, including the materials and machines used, the manufacturing methods, and the 
manufacturing and service provision staff.  
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The advent of new technology makes it possible to improve service processes and thus 
customer service in various industries. The implementation of “e-ticketing” in the airline business 
is a case in point. The technology has greatly eased ticket purchasing as well as airport check-in 
processes. Other examples include electronic check-in and check-out systems in the hotel 
industry, automatic toll booths in transportation, collating copy machines, electronic funds 
transfer in financial services, wireless order from waiters to the kitchen in restaurants, optical 
checkout scanners and self-service checkout in supermarkets and telephone switching systems in 
communication, etc. (Collier, 1994; Haksever et al., 2000). 

A more recent and cost-effective approach to reducing waiting time is the integration of 
self-service technologies (SSTs) into the service delivery process that allow customers to manage 
services on their own without having to depend on a service employee (Meuter et al., 2000). 

D. Summary 

In summary, customer expectation and satisfaction involves both a cognitive and 
emotional response to service provision. Among several factors affecting customer satisfaction, 
waiting time, either actual or perceived, is a key variable. To ensure a positive service experience, 
waiting time can be reduced by utilizing distraction strategies such as music or ambience and by 
implementing service process improvement measures through various means, most notably 
computer and electronic technology.  
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CHAPTER 3 

Research Methodology 

A: Data Collection 

According to the literature review, there are many factors to resolve delays in the process 
of service for government saving bank and to help promote customers satisfaction. Base on 
methods found in literature review, the research will apply two parts including qualitative and 
quantitative methods to collect as much information as possible. 

This study employed both qualitative and quantitative methods. Quantitatively, survey 
questionnaires were distributed to collect data relating to GSB customer perceptions toward 
waiting time at the bank and its distraction strategies. The data for this study was collected during 
weekday periods (approximately 8:30 AM to 2:30 PM) over 2 months. The sample was 
comprised of 100 respondents from various occupations, namely government officials, company 
employees, business owners, retired employees, and students (who are the main customers of the 
GSB). Qualitatively, interviews were conducted with a deposit manager and a loan manager to 
determine measures for improving service processes.  

To focus on the process of open the account the research also use qualitative interview 
from with two head manager of two departments of the bank. The research used qualitative 
method  because the researcher want to find out the new finding that can create customer’s 
satisfaction in Government Savings Bank. 

Overall, the quantitative method is use to find factor influencing customers’ satisfaction 
and the proper distractions base on customers opinion and behaviors. While, the qualitative 
method is employed to find recommendation relating to solution of the problem of working 
process which has existed before. 
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B: Analysis 

B (1) Questionnaire 

The questionnaire was made up of 25 questions that inquired the respondents’ 
demographic information (gender, occupation, and age), perceptions toward waiting time at the 
bank and its distraction strategies, and recommendations for service process improvement. The 
questions pertaining to the participants’ perceptions were in the form of Likert scale with five 
responses: strongly dissatisfied, dissatisfied, neutral, satisfied, and strongly dissatisfied.  

For Data analysis, the answer from questionnaire will be analyzed by SPSS software. 
SPSS is to analyze quantitative information gained from; 

1) Demographic (Gender, occupation and ages) 

2) This research paper will produce 25 questions to ask about a demographics section. By 
asking about gender, age, occupation, frequency and the customer’s satisfaction and also 
use the likert-type questions on a five point scale, as 1-Strongly Disagree, 2-Disagree, 3- 
Average, 4- Agree, and 5- Strongly Agree about the satisfaction and distraction which 
related on the hypothesis and analyzed using SPSS Program. 5- likert- scale 
questionnaire into table to show important main score and significant that support the 
research focus on customer’s satisfaction. Use descriptive and Anova analysis. 

The criteria used in the analysis below:  

SCORE MEANING 

1.0- 1.49 Strongly disagree 

1.50- 2.49 Disagree 

2.50- 3.49 Average 

3.50- 4.49 Agree 

4.50- 5.00 Strongly agree 
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3) Open-ended questions for customer comment and recommendation. 

B (2) Interview Questions for Improve Process: 

The interview questions to focus on working process from the two of bank of managers in 
two section; loan and deposit in two points of question. 

 The suggestion for improve the workflow process of open bank account. 

 How can reduce the waiting time for customers. 

Sample: 

The sample for quantitative questionnaire used in this study is based on 100 respondent 
customers of Government Saving Bank base on Rajdumneun branch who contact the information 
desk for opening the bank account. The basic information age, gender, occupation and frequency 
of transactions. Customer’s satisfaction; between customers and officers, customers to process 
and customer distractions. Customers were asked to describe in detail of basic information. Next, 
answer the factor of satisfaction and give their idea for improvement and their opinion between 
others bank. Process improvement the research use interview methods for two sections of bank 
managers base on Government Saving Bank Rajdumneun branch to find guideline to improve the 
Government Saving Bank process. 

C: Reccommendation 

Due to the short period of time may cause reduce the sample size of  respondents and in 
the rush hours many of respondents may have not enough time for focus on the questionnaire.
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CHAPTER 4 

Result 

This section presents the results of statistical analysis. First part table 1 to table 9 
describe demographic information (age, gender, occupation, frequency and basic information), 
Table 10 to table 15 describe perceptions  of customers to officers and table 16-19 shown 
Customer satisfaction with the service process. Finally table 20-26 shown Customer’s satisfaction 
focus on customer distractions. 
 
4.1 Focus on customer demographic information: 

65% of the respondents were female, and 35% were female, as shown in Table 1. 

Table 3: Gender 

  Frequency Percent Valid Percent 

Valid female 65 65.0 65.0 

male 35 35.0 35.0 

Total 100 100.0 100.0 

 

The majority of the respondents were government officials (59%), followed by company 
employees (21%) and retired elderly (5%), as shown in Table 2. 

 
Table 4: Respondent Occupation 

  Frequency Percent Valid Percent 

Valid Government 
officer 

59 59.0 59.0 

Business 4 4.0 4.0 

Employee 21 21.0 21.0 
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Privatized 
Officer 

8 8.0 8.0 

Retired 5 5.0 5.0 

Student 3 3.0 3.0 

Total 100 100.0 100.0 

 
             Most of the respondents were in the 25-34 age group (44%), followed by those in the 
35-44 age group (30%) and those in the 15-24 age group (16%), as shown in Table 3. 
 
Table 5: Age 

      Frequency Percent Valid Percent 

Valid 15-24 16 16.0 16.0 

25-34 44 44.0 44.0 

35-44 30 30.0 30.0 

45-60 6 6.0 6.0 

Above 60 4 4.0 4.0 

Total 100 100.0 100.0 

 
Almost all respondents visited the GSB (Rajdamnoen branch) less than three times a 

month (86%), followed by those visiting the branch three to ten times a month (12%) and those 
visiting the branch 11-20 times a month (2%), as shown in Table 4. 
 
Table 6: Frequency of transaction per month 

  Frequency Percent Valid Percent 

Valid less than 3 
times 

86 86.0 86.0 
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3-10 times 12 12.0 12.0 

11-20 times 2 2.0 2.0 

Total 100 100.0 100.0 

 

Table7: Type of product of respondent use. 

PRODUCT PERCENT/ FREQUENCY 

YES NO 

Saving Account 99 1 

Loan 78 22 

Lottery 63 37 

Insurance 20 80 

 

100 respondents, 99% were savings account customers, 63% were GSB lottery 
customers, 78% were loan customers, and 20% were insurance customers, as shown in Tables 5. 

Table8: Channel product awareness. 

PRODUCT PERCENT/ FREQUENCY 

YES NO 

Television 77 23 

Website 23 77 

News 78 22 

Friends 2 98 
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As the chart shown, 78% of the respondents knew the GSB from newspaper 
advertisements, followed by those learning about it from TV advertisements (77%) and from its 
website (23%)  

As much as 20% of the respondents were sole GSB customers, while 80% were also 
using services from other banks, as shown in Table 7. 

Table 9: Average customers using only GSB bank and with others banks 

  Frequency Percent Valid Percent 

Valid yes 80 80.0 80.0 

no 20 20.0 20.0 

Total 100 100.0 100.0 

 
Table 10: Comparing waiting time with others bank. 
 

  Frequency Percent Valid Percent 

Valid faster 1 1.0 1.0 

equal 75 75.0 75.0 

slower 24 24.0 24.0 

Total 100 100.0 100.0 

 
           75% of the respondents perception the waiting time of GSB average with others 
bank, while 24% of the respondents said GSB slower, only 1% of the respondent said GSB 
faster. 
 
Table 11: Times that customers satisfy 

  Frequency Percent Valid Percent 
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Valid 5-10 mins 15 15.0 15.0 

11-15 mins 77 77.0 77.0 

16-20 mins 8 8.0 8.0 

Total 100 100.0 100.0 

 

75% of the respondents felt that the speed of service at the GSB was on par with that of 
other banks, while a sizeable proportion of 24% perceived the speed of service at the GSB to be 
slower, as shown in Table 16. 77% of the respondents mentioned being satisfied despite having to 
wait for 11-15 minutes, followed by those being satisfied with being in waiting lines for 5-10 
minutes (15%) and for 16-20 minutes (8%), as shown in Table 9. 

Customer’s satisfaction focus on service and officer:  

Table 12: Overall satisfaction with the bank officers 

  Knowledge Polite Care Good relations Dress 

N Valid 100 100 100 100 100 

Missing 0 0 0 0 0 

Mean 3.6100 3.4800 3.5600 3.5400 4.0400 

Minimum 2.00 2.00 1.00 1.00 2.00 
 

As shown in Table 10, the respondents rated the bank officers slightly above average in 
almost all aspects with the average scores ranging from 3.48 to 3.61. The only aspect receiving a 
high rating of above 4 was the uniform.   

 

Table13: Knowledge of officer 

  Frequency Percent Valid Percent 
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Valid disagree 11 11.0 11.0 

average 32 32.0 32.0 

agree 42 42.0 42.0 

strongly agree 15 15.0 15.0 

Total 100 100.0 100.0 

 
         As shown in Table 11, 42% of the respondents were satisfied with the bank officers’ 
knowledge, and 15% were strongly satisfied. However, the percentage of those dissatisfied and 
neutral combined reaches as high as 43%. This may be a cause of concern for the GSB as the 
figure is by no means negligible. 

 
Table14 : Customer satisfaction with the bank officers’ politeness 

 

  Frequency Percent Valid Percent 

Valid disagree 13 13.0 13.0 

average 43 43.0 43.0 

agree 27 27.0 27.0 

strongly agree 17 17.0 17.0 

Total 100 100.0 100.0 

 
As shown in Table 12, 27% and 17% of the respondents were satisfied and strongly 

satisfied with the bank officers’ politeness, respectively. However, the percentage of those 
dissatisfied and neutral combined stands at 56%. 
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Table 15: officers’ attention to the customers 

 Frequency Percent 
Valid strongly    
disagree 

3 3.0 

disagree 13 13.0 
average 28 28.0 
agree 37 37.0 
Strongly disagree strongly agree 19 
Total 100 100.0 

 

         As shown in Table 13, 37% of the respondents were satisfied with the bank officers’ 
attention, and 19% were strongly satisfied. However, the percentage of those strongly 
dissatisfied, dissatisfied, and neutral combined equals 44%. 
 
Table 16: Customer satisfaction with the bank officers’ positive relationships with the 
customers 
          As shown in Table 14, 34% of the respondents were satisfied with the bank officers’ 
positive relationships with the customers, and 20% were strongly satisfied. However, the 
percentage of those strongly dissatisfied, dissatisfied, and neutral combined was 46%.  

  Frequency Percent Valid Percent 

Valid strongly 
disagree 

4 4.0 4.0 

disagree 12 12.0 12.0 

average 30 30.0 30.0 

agree 34 34.0 34.0 

strongly agree 20 20.0 20.0 

Total 100 100.0 100.0 
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Table 17: Customer satisfaction with the uniform 

  Frequency Percent Valid Percent 

Valid disagree 8 8.0 8.0 

average 17 17.0 17.0 

agree 38 38.0 38.0 

strongly agree 37 37.0 37.0 

Total 100 100.0 100.0 

 

As shown in Table 15, 38% of the respondents were satisfied with the uniform, and 37% 
were strongly satisfied. This was the only aspect where the percentage of strongly satisfied and 
satisfied respondents combined is much higher than that of dissatisfied and neutral respondents 
combined. 

Customer satisfaction with the service process: 

Table 18: Overall satisfaction with the service process 

Table 16 presents overall customer satisfaction with the service process. The average ratings were 
below 3 in all aspects. 

  Document Process Fast 

N Valid 100 100 100 

Missing 0 0 0 

Mean 2.7000 2.5600 2.4000 

Minimum 1.00 1.00 1.00 
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         As much as 83% of the respondents were strongly dissatisfied, dissatisfied, or neutral 
when asked about their perception toward the GSB’s document, whereas only 17% were 
satisfied or strongly satisfied, as shown in Table 17. 

Table 19: Customer satisfaction with the bank documents 

  Frequency Percent Valid Percent 

Valid strongly 
disagree 

10 10.0 10.0 

disagree 34 34.0 34.0 

average 39 39.0 39.0 

agree 10 10.0 10.0 

strongly 
agree 

7 7.0 7.0 

Total 100 100.0 100.0 

 
         As high as 83% of the respondents were strongly dissatisfied, dissatisfied, or 
neutral when asked about their perception toward the service process in comparison with 
17% who were satisfied or strongly satisfied, as shown in Table 18. 
 
Table 20: Customer satisfaction with the service process 

  Frequency Percent Valid Percent 

Valid strongly 
disagree 

14 14.0 14.0 

disagree 
39 39.0 39.0  

average 30 30.0 30.0 

agree 11 11.0 11.0 
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strongly 
agree 

6 6.0 6.0 

Total 100 100.0 100.0 

 
             This is the aspect that needs to be addressed urgently. Up to 87% of the 
respondents were strongly dissatisfied, dissatisfied, or neutral when asked about their 
perception toward the waiting time at the GSB in comparison with only 13% who were 
satisfied or strongly satisfied, as shown in Table 19. 
 
Table 21: Time that customers satisfy 

  Frequency Percent Valid Percent 

Valid strongly 
disagree 

20 20.0 20.0 

disagree 38 38.0 38.0 

average 29 29.0 29.0 

agree 8 8.0 8.0 

strongly 
agree 

5 5.0 5.0 

Total 100 100.0 100.0 

 

Customer’s satisfaction focus on customer distractions: 

Table 20 presents overall customer satisfaction with the GSB’s distraction strategies. The 
ratings were quite high ranging from 3.75 to 3.9. The only aspect that seems to be problematic is 
the museum, which received a comparatively low score of 3.47. 
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Table 22: Descriptive Statistics Customer’s satisfaction focus on customer 
distractions 

 N Minimum Maximum Mean Std. Deviation 

Place 100 2.00 5.00 3.7500 .96792 

Tv and music 100 2.00 5.00 3.8600 .86480 

corner 100 2.00 5.00 3.9000 .88192 

Greeter 100 1.00 5.00 3.8300 1.07360 

museum 100 1.00 5.00 3.4700 .98939 

satisfaction 100 1.00 5.00 3.1500 .91425 

Valid N (listwise) 100     

 
Table 23: Place and clean 

  Frequency Percent Valid Percent 

Valid disagree 11 11.0 11.0 

average 29 29.0 29.0 

agree 34 34.0 34.0 

strongly 
agree 

26 26.0 26.0 

Total 100 100.0 100.0 

As shown in Table 21, 34% of the respondents were satisfied with the place and 
cleanliness, and 26% were strongly satisfied. However, the percentage of dissatisfied and neutral 
respondents cannot be neglected. 
 
Table 24: Television and music 

  Frequency Percent Valid Percent 

   ส
ำนกัหอ

สมุดกลาง



28 

 

Valid disagree 8 8.0 8.0 

average 21 21.0 21.0 

agree 48 48.0 48.0 

strongly 
agree 

23 23.0 23.0 

Total 100 100.0 100.0 

 
As shown in Table 22, 48% of the respondents were satisfied with the TV and music at 

the GSB, and 23% were strongly satisfied. However, the percentage of those who were 
dissatisfied or neutral should also be taken into careful consideration. 
 
Table 25: Coffee and drink corner 

 

  Frequency Percent Valid Percent 

Valid disagree 7 7.0 7.0 

average 23 23.0 23.0 

agree 43 43.0 43.0 

strongly agree 27 27.0 27.0 

Total 100 100.0 100.0 

 
As shown in Table 31, 43% of the respondents were satisfied with the coffee/ drink 

corner, and 27% were strongly satisfied. Again, the percentage of dissatisfied and neutral 
respondents combined is not small and thus should be addressed. 
Table 26: Customer satisfaction with the receptionists or Greeters 

  Frequency Percent Valid Percent 
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Valid strongly 
disagree 

2 2.0 2.0 

disagree 9 9.0 9.0 

average 28 28.0 28.0 

agree 26 26.0 26.0 

strongly 
agree 

35 35.0 35.0 

Total 100 100.0 100.0 

 
               For bank greeter 35 percent of customers strongly satisfied and 26 percent 
satisfied and 9 percent dissatisfied and 2 percent strongly disagree. For the museum of 
GSB 38 percent average, 28 percent satisfied, 15 percent dissatisfied, 18 percent 
strongly satisfied and 1 percent strongly dissatisfied. 

 
Table 27: Customer satisfaction with the museum 

  Frequency Percent Valid Percent 

Valid strongly 
disagree 

1 1.0 1.0 

disagree 15 15.0 15.0 

average 38 38.0 38.0 

agree 28 28.0 28.0 

strongly 
agree 

18 18.0 18.0 

Total 100 100.0 100.0 
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            As shown in Table 25, 38% of the respondents were neutral when asked about 
their perception toward the museum, whereas only 46% were satisfied or strongly 
satisfied. 
 
Table 28: Satisfaction for distractions 

  Frequency Percent Valid Percent 

Valid strongly 
disagree 

2 2.0 2.0 

disagree 21 21.0 21.0 

average 45 45.0 45.0 

agree 24 24.0 24.0 

strongly 
agree 

8 8.0 8.0 

Total 100 100.0 100.0 

 

 
ANOVA TABLE 
 
Table 29: ANOVA of customer perception by age group 
The relationship between customer’s perception by age and group. 

  Sum of Squares df Mean Square F Sig. 

Document Between 
Groups 

20.068 4 5.017 5.747 .000 

Within 
Groups 

82.932 95 .873 
  

Total 103.000 99    
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Process Between 
Groups 

23.571 4 5.893 6.429 .000 

Within 
Groups 

87.069 95 .917 
  

Total 110.640 99    

Fast Between 
Groups 

23.318 4 5.830 6.389 .000 

Within 
Groups 

86.682 95 .912 
  

Total 110.000 99    

Knowledge Between 
Groups 

8.661 4 2.165 3.064 .020 

Within 
Groups 

67.129 95 .707 
  

Total 75.790 99    

Polite Between 
Groups 

11.028 4 2.757 3.543 .010 

Within 
Groups 

73.932 95 .778 
  

Total 84.960 99    

Care Between 
Groups 

9.613 4 2.403 2.353 .059 

Within 
Groups 

97.027 95 1.021 
  

Total 106.640 99    

Good relations Between 
Groups 

12.654 4 3.163 3.000 .022 
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Within 
Groups 

100.186 95 1.055 
  

Total 112.840 99    

Dress Between 
Groups 

8.042 4 2.010 2.455 .051 

Within 
Groups 

77.798 95 .819 
  

Total 85.840 99    

Place Between 
Groups 

10.155 4 2.539 2.920 .025 

Within 
Groups 

82.595 95 .869 
  

Total 92.750 99    

tvmusic Between 
Groups 

7.331 4 1.833 2.610 .040 

Within 
Groups 

66.709 95 .702 
  

Total 74.040 99    

corner Between 
Groups 

6.452 4 1.613 2.172 .078 

Within 
Groups 

70.548 95 .743 
  

Total 77.000 99    

Greeter Between 
Groups 

7.291 4 1.823 1.621 .175 

Within 
Groups 

106.819 95 1.124 
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Total 114.110 99    

museum Between 
Groups 

7.762 4 1.940 2.068 .091 

Within 
Groups 

89.148 95 .938 
  

Total 96.910 99    

satisfaction Between 
Groups 

15.264 4 3.816 5.372 .001 

Within 
Groups 

67.486 95 .710 
  

Total 82.750 99    

 
Table 27 Results show that there is a significant different between age group with 

significant level of 0.000.To compares the perceptions of the customers from different age groups 
toward the service process and distraction strategies of the GSB using ANOVA. The aspects with 
statistically significant differences between age groups were the brochures (0.000), the service 
process (0.000), the speed of service (0.000), the bank officers’ knowledge (0.02), the bank 
officers’ politeness (0.01), the bank officers’ positive relationships with the customers (0.022), the 
venue (0.025), the TV and music at the GSB (0.04), and overall customer satisfaction (0.001). On 
the other hand, the aspects where differences between age groups were not statistically significant 
were the bank officers’ attention to the customers (0.059), the uniform (0.051), the refreshments 
corner (0.078), the receptionists (0.175), and the museum (0.091). 
 

Table 30: ANOVA of customer perception by occupation 

  Sum of Squares df Mean Square F Sig. 

Document Between Groups 28.880 5 5.776 7.325 .000 

Within Groups 74.120 94 .789   

Total 103.000 99    
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Process Between Groups 32.739 5 6.548 7.901 .000 

Within Groups 77.901 94 .829   

Total 110.640 99    

Fast Between Groups 32.863 5 6.573 8.010 .000 

Within Groups 77.137 94 .821   

Total 110.000 99    

Knowledge Between Groups 18.929 5 3.786 6.258 .000 

Within Groups 56.861 94 .605   

Total 75.790 99    

Polite Between Groups 22.215 5 4.443 6.656 .000 

Within Groups 62.745 94 .667   

Total 84.960 99    

Care Between Groups 18.080 5 3.616 3.838 .003 

Within Groups 88.560 94 .942   

Total 106.640 99    

Good relations Between Groups 20.512 5 4.102 4.177 .002 

Within Groups 92.328 94 .982   

Total 112.840 99    

Dress Between Groups 11.776 5 2.355 2.989 .015 

Within Groups 74.064 94 .788   

Total 85.840 99    

Place Between Groups 16.400 5 3.280 4.038 .002 

Within Groups 76.350 94 .812   

Total 92.750 99    

tvmusic Between Groups 12.702 5 2.540 3.893 .003 
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Within Groups 61.338 94 .653   

Total 74.040 99    

corner Between Groups 11.843 5 2.369 3.417 .007 

Within Groups 65.157 94 .693   

Total 77.000 99    

Greeter Between Groups 17.838 5 3.568 3.483 .006 

Within Groups 96.272 94 1.024   

Total 114.110 99    

museum Between Groups 21.056 5 4.211 5.219 .000 

Within Groups 75.854 94 .807   

Total 96.910 99    

satisfaction Between Groups 23.398 5 4.680 7.411 .000 

Within Groups 59.352 94 .631   

Total 82.750 99    

 
The Anova results from table 28 compares the perceptions of the customers from 

different occupations toward the service process and distraction strategies of the GSB using 
ANOVA. Statistically significant differences between occupations were identified for all aspects 
as follows: the brochures (0.000), the service process (0.000), the speed of service (0.000), the 
bank officers’ knowledge (0.000), the bank officers’ politeness (0.000), the bank officers’ 
attention to the customers (0.003), the bank officers’ positive relationships with the customers 
(0.002), the venue (0.025), the uniform (0.002), the TV and music at the GSB (0.03), the 
refreshments corner (0.007), the receptionists (0.006), the museum (0.000), and overall customer 
satisfaction (0.000). 

Crosstab analyze significant by different occupation to process and distractions of the 
bank. 
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Table 31: Crosstab of customer perception by occupation group 

  

N Mean Std. 
Deviation 

Std. 
Error 

95% 
Confidence 
Interval for 
Mean 

 

      
Lower Bound Upper 

Bound 

Document 
Government 
officer 

59 2.53 0.82 0.11 2.31 2.74 

 
Business 4 2.50 0.58 0.29 1.58 3.42 

 
Employee 21 2.67 1.06 0.23 2.18 3.15 

 
Privatized Officer 2.38 0.92 0.32 1.61 3.14 

 
Retired 5 4.60 0.89 0.40 3.49 5.71 

 
Student 3 4.33 1.15 0.67 1.46 7.20 

 
Total 100 2.70 1.02 0.10 2.50 2.90 

Process 
Government 
officer 

59 2.37 0.74 0.10 2.18 2.57 

 
Business 4 3.50 1.29 0.65 1.45 5.55 

 
Employee 21 2.48 1.17 0.25 1.94 3.01 
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Privatized 
Officer 

8 2.00 1.07 0.38 1.11 2.89 

 
Retired 5 4.60 0.55 0.24 3.92 5.28 

 
Student 3 3.67 1.53 0.88 -0.13 7.46 

 
Total 100 2.56 1.06 0.11 2.35 2.77 

Fast 
Government 
officer 

59 2.15 0.78 0.10 1.95 2.36 

 
Business 4 2.50 1.00 0.50 0.91 4.09 

 
Employee 21 2.43 1.16 0.25 1.90 2.96 

 
Privatized 
Officer 

8 2.25 0.89 0.31 1.51 2.99 

 
Retired 5 4.60 0.55 0.24 3.92 5.28 

 
Student 3 3.67 1.53 0.88 -0.13 7.46 

 
Total 100 2.40 1.05 0.11 2.19 2.61 

Knowledge 
Government 
officer 

59 3.39 0.77 0.10 3.19 3.59 

 
Business 4 4.00 0.82 0.41 2.70 5.30 

 
Employee 21 3.62 0.80 0.18 3.25 3.99 

 
Privatized 
Officer 

8 3.63 1.06 0.38 2.74 4.51 
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Retired 5 5.00 0.00 0.00 5.00 5.00 

 
Student 3 5.00 0.00 0.00 5.00 5.00 

 
Total 100 3.61 0.87 0.09 3.44 3.78 

Polite 
Government 
officer 

59 3.29 0.79 0.10 3.08 3.49 

 
Business 4 4.00 1.15 0.58 2.16 5.84 

 
Employee 21 3.43 0.87 0.19 3.03 3.82 

 
Privatized 
Officer 

8 3.25 1.04 0.37 2.38 4.12 

 
Retired 5 5.00 0.00 0.00 5.00 5.00 

 
Student 3 5.00 0.00 0.00 5.00 5.00 

 
Total 100 3.48 0.93 0.09 3.30 3.66 

Care 
Government 
officer 

59 3.44 0.93 0.12 3.20 3.68 

 
Business 4 3.50 0.58 0.29 2.58 4.42 

 
Employee 21 3.43 0.98 0.21 2.98 3.87 

 
Privatized 
Officer 

8 3.38 1.60 0.56 2.04 4.71 

 
Retired 5 5.00 0.00 0.00 5.00 5.00 
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Student 3 5.00 0.00 0.00 5.00 5.00 

 
Total 100 3.56 1.04 0.10 3.35 3.77 

Good 
relations 

Government 
officer 

59 3.44 0.99 0.13 3.18 3.70 

 
Business 4 4.00 1.15 0.58 2.16 5.84 

 
Employee 21 3.29 1.01 0.22 2.83 3.74 

 
From the cross-tabulation shows that students and retired satisfied with the bank 

document process and time. However while government officers, businessman privatized officers 
and employees showed that they dissatisfied with this document process of the bank with the 
mean 2.53, 2.50, 2.67, 2.38 respectively. It could be seen that working persons have less time 
therefore, they were not that happy with waiting time for the document process. Bank should 
reduce their waiting time for the working people such a quick queue, new technology etc. 
 

From the cross-tabulation above, it shows satisfaction levels between different 
occupations to the politeness and knowledge of bank officers. Students and retired strongly 
satisfied with the politeness and knowledge of bank officers. While, government officers, 
businessman and privatized officers were gave average opinion with bank officers . However, 
there are government officers and privatized officers who dissatisfied with the politeness of bank 
officers 13.6% and 25.0% respectively and dissatisfied with knowledge of officers 13.6% , 9.5% 
respectively. It could be described that government officers, businessman and privatized officers 
feel about bank officers in the same level of others bank. While retired and student think 
government bank is suitable for them. 

From the cross-tabulation shows satisfaction levels between different occupations to the 
bank place. Students and retired strongly satisfied with bank office-place. While, government 
officers, businessman and privatized officers satisfied bank place in average.  
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From the cross-tabulation shows satisfaction between different occupations to the bank 
distractions (Television). Students and retired strongly satisfied with the television and music. It 
can be seen from the cross tabulation table that for government officer and privatized officers, 
there were one people with 8.5% and 12.5% of the occupation did not satisfy with the bank 
distraction respectively.  

From the cross-tabulation shows satisfaction between different occupations to the bank 
distractions (Coffee corner). Students, retired, government officers, employees, privatized officers 
and businessman satisfied with bank's coffee corner. However, it can be seen that the answers 
from government officers and privatized officers were more diverse than that of students and that 
of retired. 

From the cross-tabulation shows satisfaction between different occupations to the bank 
distractions (Museum). Students and retired strongly satisfied with the museum. While, 
government officers, employees, businessman, privatized officers satisfied with bank museum in 
average It can be concluded more in deeper detail that there were some customers who have to 
work in daytime (such as government officers, employees, businessman, privatized officers), 
hence, they have no time to wait for long process and to fill in many documents. However, 
students and retired persons have more free time, therefore, they were basically satisfied with the 
bank services. Nonetheless, to improve customer satisfaction, the bank has to improve the 
working process to reduce the unnecessary waiting time. This will be further explained at the 
process improvement section in next topic of the report. 
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4.2 Service process improvement 

The process of work in the Government Serving Bank: 

Due to the data analysis from cross-tabulation, it could be seen that customers of the 
bank are mostly working persons (i.e. government officers, businessman, privatized officers and 
employees). Results showed that they were dissatisfied with process of the bank and also 
dissatisfied  with the waiting time for the document process. To reduce waiting time at the bank 
process, this is one of the solutions for improving the bank process that was suggested by the 
interview of deposit and loan manager. 
Opening account module: 

For the terms of bank module process Government Saving Bank handbook claim that 
there are only 3 step of opening account process for clients to open their account as the process 
chart shown:  

 

Figure (3) Process of open account module (GSB handbook) 

As you can see the process is really short and simple in fact, there are many details which 
it does not have in manual book bank for the opening deposit account operation services at 
Government Saving Bank have process for the open the account is more complicate than 
commercial bank because of the process and documents as the process of flowchart shown: 
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Figure (4) Process of open account module (Real operating process) 
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Description of each service step 

Step 1: The customer contacts the information to open an account. 

Step 2: A bank officer informs the customer of each type of deposit and prepares an application. 

Savings account: A savings account can be opened with a minimum deposit of 500 baht. Interest 
is calculated daily and will be credited to the account every six months.  

Current account: Customers who are a resident or are working in Thailand can open a current 
account with a minimum deposit of 5,000 baht. A personalized check will be issued.  

Fixed deposit account: Customers can open a fixed deposit account with a range of deposits. The 
terms of deposit range from a few months to three years.  

Non-resident account: A non-resident baht account may be useful for customers who wish to 
transfer funds to Thailand for investment purposes and intend to repatriate their funds in the 
future. Transactions are recorded in accordance with the Bank of Thailand regulations.  

Insurance: Insurance customers will enjoy the benefits of medical coverage and savings at the 
same time.Type of document require  

Status Documents required 

Permanent residency in Thailand Valid passport or Alien Certificate or Certificate 
of Residency 

House Registration document 

Working in Thailand and hold a non-immigrant 
B visa 

Valid passport 

Valid work permit 
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Step 3: The customer fills out and signs an application indicating their agreement to the terms and 
policies specified in the application. If s/he wishes to use an ATM card, s/he will have to fill out 
an ATM application. 

Step 4: The bank officer adds the customer’s information to the system and opens an account. 

Step 5: After the officer finishes opening the account, s/he sends the application to the branch 
manager for verification of the information (with the Anti-Money Laundering Office database) 
and approval of the account opening.  

Step 6: The branch manager sends the application to the bank officer to process an account book 
and an ATM card, if applicable. 

Step 7: The customer receives the account book and ATM from the officer. 

Recommendations for service process improvement and distraction strategies from the 
deposit manager and the loan manager 

1. Both managers agreed that more advanced technology should be utilized that can 
enable the provision of one-stop service removing manual operations of steps 1, 2, 3, 4, and 5. A 
computerized program will also make online communication between bank officers and the 
branch manager possible, thereby reducing the time required for the transfer of application from a 
bank officer to the branch manager for verification with the Anti-Money Laundering Office 
database and approval of an application. This can perhaps save up to 15-20 minutes of customers’ 
time. In addition, the integration of advanced technology will cut down the costs of temporary 
personnel sometimes required for bank account opening. However, it should be noted that despite 
its effectiveness, advanced technology needs a large amount of investment as well as a number of 
technical officers to run and maintain the system. 

2. The deposit manager mentioned that the existing distraction strategies, such as the 
refreshments corner, the TV and music, and the museum, would help to keep the customers 
satisfied while waiting. However, the manager also suggested that these be improved to ensure 
that the distraction strategies are really effective in bringing about customer satisfaction.  
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3. The loan manager recommended that the bank receptionists needed more training as 
they were generally temporary staff with limited knowledge about the bank and the products and 
services offered. Additionally, the manager suggested opening another line for deposit and/or loan 
customers during busy business hours when there are too many customers to handle. 

Improved service process 

Based on an analysis of the existing bank account opening process and the interviews 
with the deposit and loan manager, the following revised service process is proposed. The new 
process conforms to the GSB handbook in terms of both the steps involved in and the duration of 
time required for opening a bank account. As picture shown: 
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Figure (4) Process of open account module (Improved process) 

 

As the improve process suggestion of branch manager we could say the good and 
potential software and computer system can reduce 10-15 minutes of waiting time of the normal 
process and link small process to one stop service. It will be the same as the term of bank process 
Government Saving Bank claim that there are only 3 steps. 
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Recommendations from the respondents: 

1. Three respondents similarly suggested that the process of opening a bank 
account should be completed at only one counter. Currently, bank account opening at the GSB 
involves processes carried out at different counters, including lining up for one’s turn of service, 
filling out a 2-3 page application form, and waiting for document verification, account opening 
approval, and the account book and the ATM card. All this generally takes 20 minutes or as long 
as half an hour during busy hours.  

2. Two respondents provided a similar comment that they did not know of the GSB 
Museum and suggested that this should be promoted to a greater extent.  

3. Three respondents felt the speed of service at other commercial banks to be 
faster than that at the GSB as a result of their integration of more advanced computer and 
electronic technologies.  
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CHAPTER 5 

Conclusion and Recommendations 

 

The objectives of this study were to examine GSB customer perceptions toward waiting 
time at the bank and its distraction strategies as well as provide recommendations for account 
opening process improvement.  

The result from customers’ demographic information the majority of the respondents 
were female aged between 25 and 34 working as government officials. Most of them visited the 
Rajdamnoen branch of the GSB less than three times a month. Almost all were savings account 
customers, while there were sizable proportions of GSB lottery and loan customers. TV and 
newspaper advertisements seem to be effective strategies since the majority of the respondents 
knew the GSB from these two channels. The findings indicated that the GSB website should be 
promoted to a greater extent as it was the channel from which only slightly under one-fourth of 
the respondents learned about the GSB. The speed of service at the GSB is another aspect that the 
bank should improve owing to the fact that one-fourth of the respondents felt it to be slower than 
that at other commercial banks. Most importantly, three-fourths of the respondents revealed that 
they would be satisfied if they spent 11-15 minutes in waiting lines, while the actual duration of 
time for opening a bank account can be as long as half an hour.  

From the ANOVA results indicated significant differences between age groups in terms 
of perceptions toward the bank documents forms, the service process, the speed of service, and 
the bank officers’ knowledge, politeness, positive relationships with the customers, as well as the 
venue and the TV and music at the GSB, but not in terms of their perceptions toward the bank 
officers’ attention to the customers, the uniform, the refreshments corner, the receptionists, and 
the museum. As regards the differences between occupations, the ANOVA results were 
significant in all aspects.  

The respondents were quite satisfied with the bank officers in terms of their knowledge, 
politeness, attention, and positive relationships with the customers giving scores of approximately 
3.5. The aspect that they were most satisfied with turned out to be the uniform with the rating of 
4.04. When the respondents were classified according to their satisfaction level on the five-point 
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Likert scale, it was found that the bank officers’ knowledge, politeness, attention, and positive 
relationships with the customers were the aspects that needed to be addressed. On the surface, the 
majority of the respondents expressed satisfaction or high satisfaction with such aspects, but a 
closer look at the results indicated otherwise. For instance, the percentage of those satisfied or 
strongly satisfied with the bank officers’ positive relationships with the customers was almost 
equal to the percentage of strongly dissatisfied, dissatisfied, and neutral respondents combined. 
The only exception was again the uniform, for which the percentage of dissatisfied or neutral 
respondents was far lower than that of satisfied and strongly satisfied respondents combined.  

Our study confirmed that the new process improved customer waiting compared to the 
old process. On average, customers want less time for service in the new process. This result is 
not surprising because additional resources, i.e., bank officers and bank register. The service 
process was investigated in three aspects: the documents for opening account, the service process 
itself, and the speed of service. These were the areas with which the respondents were least 
satisfied with the ratings ranging well below 3, ranging from 2.40 to 2.70 to be exact. The most 
severe aspect was the waiting time with the percentage of strongly dissatisfied, dissatisfied, and 
neutral respondents combined standing as high as 87%.  

Lastly, the respondents were quite satisfied with the distraction strategies, rating the 
venue, the TV and music, the refreshments corner, the receptionists, and the museum between 
3.47 and 3.90. It is surprising, however, that their overall satisfaction turned out to be as low as 
3.15, something that needs to be investigated in further research.  

Among the above aspects, customer satisfaction with the receptionists was the lowest 
with the percentage of strongly dissatisfied, dissatisfied, and neutral respondents combined 
equaling 39%, followed by customer satisfaction with the museum. More importantly, overall 
customer satisfaction classified according to the five-point Likert scale revealed that as much as 
68% of the respondents were strongly dissatisfied, dissatisfied, or neutral, calling for immediate 
action to improve the GSB’s distraction strategies.  
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Service process improvement  
Although the existing account opening process as specified in the GSB handbook was 

comprised of only three steps probably taking approximately 15-20 minutes, the actual process 
was made up of seven steps taking between 30 and 45 minutes or perhaps longer during busy 
hours. To solve the waiting time problem, it is recommended that more advanced technology be 
utilized in order to computerize the first five steps, thereby enabling online communication 
between bank officers and the branch manager as well as reducing the steps required for opening 
a bank account and waiting time.Improvements in the distraction strategies and temporary 
account opening staff training are also suggested.  

In summary, this study provided a methodology to evaluate the impact of process change 
on customer waiting time. It demonstrates that we should not only look at the process but also 
should concern about impact on perceived waiting time and customer satisfaction.  
Limitations of the study  

Due to time limitation, the study did not implement interviews with the operating staff of 
the GSB. This should be incorporated into future research in order to yield deeper insights and 
triangulate the findings. Some of the respondents were students who might not clearly understand 
the survey questions. Further studies should take this issue into account by conducting a pilot 
study to validate the questionnaire before the implementation of the full-scale research. And for 
the survey questionnaires were distributed during office hours while the respondents were 
hurrying to finish their bank transactions, they might not pay full attention to answering the 
questions. 
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APPENDIX A(1): QUESTIONAIRE 

TOPIC: INCREASING CUSTOMERS’ SATISFACTION THROUGH WAITING TIME 
MANAGEMENT 

: A CASE STUDY OF GOVERNMENT SAVING BANK 

Your privacy is important to us. Please do not write your name on this survey. Your 
answer will be combined with all of the others, and will never link to you individually. The 
questionnaire compose with 3 part; primary information, customer’s satisfaction and suggestion 
and recommendation. 

Part1: Basic information 

Please add sign on each        answer you choose.   

1. Gender  1) male      2) Female 

2. Occupation  1) Government officer  2) Business 

   3) Employee   4) Privatized Officer  

   5) Retired   6) Student 

3. Age 

   1) 15-24   2)25-34 

   3)35-44               4) 45-60  

   5) Above 60 years 

4. Frequency of customer’s transaction per month. 

   1) Less than 3 times      2) 3-10 times 

   3) 11-20 times   4) More than 20 times 
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5. What type of the account customers use? 

   1) Saving    2) Lottery 

   3) Loan    4) Insurance  

6. What source of information customers get from? (More than 1 Reply) 

   1) Television   2) Website           

   3) Newspaper   4)Other (Add)………… 

7. Do you use only Government Saving Bank or use with other banks in conjunction? 

   1) Only Government Saving Bank    2) With other banks 

8.  Compare the service Government Saving Bank with others banks in waiting time issue? 

 1) Faster  2) Equal   3) Slower 

9. How many minute do you think that proper period of waiting for the opening the 
account? 

** In the case for the documents and process to open the deposit account ** 

   1) 5-10 mins   2) 11-15 mins 

   3) 16-20 mins   4) 21-30 mins  
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Part2: Customer’s Satisfaction 

Please add  in the box level of customer’s satisfaction as you prefer 

 Level of customer’s satisfaction 

Strongly agree Agree Average disagree Strongl
y 
disagree 

1. Focus on service and 
officer 

1.1 Knowledge of officer 

     

1.2 Politeness      

1.3 Officers care for 
customers 

     

1.4 Good relations to 
customers 

     

1.5 Dress of officers      

2. Work process 

2.1 Document 
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2.2 The work process      

2.3 Time of the process      

3. customer distractions 

3.1 Place and clean 

     

3.2 Television and music      

3.3 Coffee and drink corner      

3.4 Greeter      

3.4 Government Saving Bank 
museum 

     

3.6 Satisfaction for 
distractions 
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Part3: Reccomendation 

To improve our service what is your suggestion. 

.........…………………………………………………………………………………………………
………………………………………………………………………………………………………
………………………………………………………………………………………………………
……………………… 

What about your opinion that you think Government Saving Bank is different from others bank. 

.........………………………………………………………………………………………………
………………………………………………………………………………………………………
………………………………………………………………………………………………………
………………………… 

 

Thank you 
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APPENDIX A(2): THAI QUESTIONAIRE 

แบบสอบถามความพงึพอใจในการใหบ้ริการเงินฝากธนาคารออมสินราชด าเนนิ 

แบบสอบถามมี 3 ส่วน 

ส่วนที่ 1 ข้อมูลทั่วไป 

ส่วนที่ 2 ข้อมูลความพึงพอใจในการใหบ้ริการ 

ส่วนที่ 3 ข้อเสนอแนะเพิ่มเติม 

ส่วนท่ี 1 ข้อมูลท่ัวไป 

โปรดท าเครื่องหมาย  ลงใน     หน้าข้อความที่ท่านเลือก   

1. เพศ    1) ชาย    2) หญิง 

2. อาชีพ  1) ข้าราชการในหน่วยงานรัฐ 2) ค้าขาย 

   3) พนักงานบริษทั  4) พนักงานรัฐวิสาหกิจ   

   5) ผู้เกษียณอาย ุ  6) นักเรียน-นักศึกษา 

3. อายุ 

   1) 15-25   2)26-35 

   3)36-45               4) 46-60  

   5) มากกว่า 60 ปี 

4. ความถี่ในการท าธุรกรรมต่อเดือน 

   1) น้อยกว่า4ครั้ง      2) 4-10 ครั้ง 
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   3) 10-20ครั้ง   4) มากกว่า 20ครั้ง 

5. ท่านใช้บริการใดบ้างของธนาคารออมสิน 

   1) บัญชีออมทรัพย ์  2) สลากออมสิน 

   3) สินเชื่อ   4) ประกันชีวิต  

   5) อ่ืนๆ (ระบุ)…………………………………………………………….. 

6. ท่านได้รับข้อมูลข่าวสารต่างๆ ของออมสิน จากแหล่งใด (ตอบได้มากกว่า 1 ข้อ) 

   1) โทรทัศน ์   2) Website           

   3) หนังสือพิมพ์    4) อ่ืนๆ 

(ระบ)ุ………………………….. 

7. ท่านคิดว่าระยะเวลาของการรอคอยในการท าธุรกรรมทีเ่หมาะสมประมาณกี่นาที 

**ในกรณีส าหรับการเปิดบัญชี เอกสารท าเรื่องส าหรับด้านเงินฝาก** 

   1) 5-10 นาที   2) 10-15 นาที 

   3) 16-20 นาที   4) 21-30 นาที 

8. ท่านใช้บรกิารของธนาคารอ่ืนหรือไม ่

   1) ธนาคารออมสินแห่งเดียว 2) ธนาคารอ่ืน 
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9.  เมื่อเปรียบเทียบการใหบ้ริการของธนาคารอ่ืนกบัการให้บริการของธนาคารออมสิน ธนาคาร

ออมสินให้บริการ 

   1)เร็วกว่า   2) เท่ากัน 

   3)ช้ากว่า 

ส่วนท่ี 2 ข้อมูลความพึงพอใจในการให้บริการด้านเงินฝากธนาคารออมสินราชด าเนิน 

โปรดท าเครื่องหมาย  ในช่องระดับความพึงพอใจที่ตรงกับความคิดเห็นของท่าน 

ความพึงพอใจในการให้บรกิาร ระดับความพึงพอใจ 

มาก

ที่สุด 

มาก ปาน

กลาง 

น้อย น้อย

ที่สุด 

1. พนักงานผู้ให้บริการ      

1.1 มีความรู้ในเรื่องที่ให้บริการเป็นอย่าง

ดี 

     

1.2 มีความสุภาพและเต็มใจใหบ้ริการ      

1.3 มีการเอาใจใส่ ไม่เลือกปฏิบัต ิ      

1.4 มีมนุษยสัมพนัธ์กบัผู้มาติดต่อ      

1.5 แต่งกายสุภาพเรียบร้อย      

2. ขั้นตอนการให้บริการ 

2.1 แบบฟอร์มกรอกง่าย อ่านแล้วเข้าใจ

กรอกได้ง่าย 
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2.1 กระบวนการในการเปิดบัญช ี      

2.2 มีความรวดเร็วในการใหบ้ริการ      

3. ด้านสิ่งอ านวยความสะดวก      

3.1 ความสะอาดและความเป็นระเบียบ

ของสถานที่  

     

3.2 โทรทัศนห์รือ เพลง ส าหรับบริการ

ลูกค้า 

     

3.3 มุมหนังสือและน้ าดื่ม ชา การแฟ      

3.4 พนักงานลกูค้าสัมพันธ(์Greeter) 

ต้อนรับและ ให้ข้อมูลลูกค้า 

     

3.4 พิพิธภัณฑ์ออมสินเปิดในเวลาท า

การ 

     

3.6 ความพึงพอใจส าหรบัสิ่งอ านวย

ความสะดวก 
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ส่วนท่ี 3 ข้อเสนอแนะเพิม่เติม 

- ท่านมีข้อเสนอแนะเพื่อการพัฒนา หรือปรับปรุงในการใหบ้ริการด้านการเปิดบญัชีของ
ธนาคารออมสินราชด าเนินอย่างไร (โปรดระบ)ุ 

.........………………………………………………………………………………………………

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………… 

- ท่านมีความเห็นเกี่ยวกับความแตกต่างของธนาคารออมสินและธนาคารพาณชิย์อื่นอย่างได
ในแง่ของการบริการและการรอเวลาของการท าธุรกรรมทางการเงิน 

.........………………………………………………………………………………………………

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………… 
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APPENDIX B: ANOVA (Gender) 

ANOVA (Gender) 

  Sum of 
Squares 

df Mean 
Square 

F Sig. 

Document Between 
Groups 

0.2747253 1 0.2747253 0.2620881 0.609840931 

 Within Groups 102.72527 98 1.0482171   
 Total 103 99    
Process Between 

Groups 
2.5389011 1 2.5389011 2.3016631 0.132454838 

 Within Groups 108.1011 98 1.1030724   
 Total 110.64 99    
Fast Between 

Groups 
2.1538462 1 2.1538462 1.957204 0.164969689 

 Within Groups 107.84615 98 1.100471   
 Total 110 99    
Knowledge Between 

Groups 
2.3746154 1 2.3746154 3.169803 0.078110476 

 Within Groups 73.415385 98 0.7491366   
 Total 75.79 99    
Polite Between 

Groups 
1.4786813 1 1.4786813 1.7358467 0.190737867 

 Within Groups 83.481319 98 0.8518502   
 Total 84.96 99    
Care Between 

Groups 
3.250989 1 3.250989 3.0815356 0.082310475 

 Within Groups 103.38901 98 1.0549899   
 Total 106.64 99    
Good Between 3.4817582 1 3.4817582 3.1201334 0.080444227 
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relations Groups 
 Within Groups 109.35824 98 1.1159004   
 Total 112.84 99    
Dress Between 

Groups 
0.0861538 1 0.0861538 0.0984571 0.754355986 

 Within Groups 85.753846 98 0.8750392   
 Total 85.84 99    
Place Between 

Groups 
0.1346154 1 0.1346154 0.1424419 0.706681548 

 Within Groups 92.615385 98 0.9450549   
 Total 92.75 99    
tvmusic Between 

Groups 
0.1938462 1 0.1938462 0.25725 0.613155219 

 Within Groups 73.846154 98 0.7535322   
 Total 74.04 99    
corner Between 

Groups 
0.2747253 1 0.2747253 0.3509023 0.554967117 

 Within Groups 76.725275 98 0.782911   
 Total 77 99    
Greeter Between 

Groups 
0.1847253 1 0.1847253 0.1589031 0.69103565 

 Within Groups 113.92527 98 1.1625028   
 Total 114.11 99    
museum Between 

Groups 
3.9253846 1 3.9253846 4.1371112 0.044655081 

 Within Groups 92.984615 98 0.9488226   
 Total 96.91 99    
satisfaction Between 

Groups 
0.0686813 1 0.0686813 0.0814062 0.776002925 

 Within Groups 82.681319 98 0.8436869   
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 Total 82.75 99     
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