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ABSTRACT

The objectives of this research were: (1) to study the service usage behavior of customers at the
Government Savings Bank, Ramkhamhaeng Branch; (2) to study service innovation at the Government Savings
Bank, Ramkhamhaeng Branch, as perceived by customers; (3) to study Customer Relationship Management
(CRM) at the Government Savings Bank as perceived by customers; (4) to study customer satisfaction regarding
the services provided by the Government Savings Bank, Ramkhamhaeng Branch; and (5) to study the effects of
service innovation and CRM on customer satisfaction regarding the services at the Government Savings Bank,
Ramkhamhaeng Branch. This quantitative research collected data using questionnaires from a sample of 405
customers at the Government Savings Bank, Ramkhamhaeng Branch, selected through quota sampling. The
research instrument utilized was a questionnaire. Descriptive statistics used for data analysis included
frequencies, percentages, means, and standard deviations. Inferential statistics included Stepwise Multiple

Regression Analysis at a statistical significance level of 0.05.

The research results revealed that customers with differences in gender, age, occupation, and
frequency of service usage exhibited significantly different overall satisfaction levels regarding the services at
the Government Savings Bank, Ramkhamhaeng Branch, at the 0.05 level. Conversely, personal factors regarding
educational level and the most frequently used service channels showed no significant difference in overall
customer satisfaction at the 0.05 level. Regarding service innovation and CRM, the findings demonstrated that
service innovation in terms of accessibility convenience and innovation communication significantly affected
customer satisfaction at the Government Savings Bank, Ramkhamhaeng Branch, at the 0.05 level. Furthermore,
CRM in terms of personalized service, prompt responsiveness, and trust-building significantly influenced
customer satisfaction at the Government Savings Bank, Ramkhamhaeng Branch, at the 0.05 level.
Keywords: Service Innovation, Customer Relationship Management (CRM), Service Satisfaction, Government

Savings Bank (GSB)
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suausInsItunislinuinis (Service Speed) 4.470 | 0479 1niign
funnundeuvenaiesdle (Facility & System 4.465 0.509 mmﬁqﬂ
Readiness)

52 4.462 | 0.443 undign

N9 WU GRlFENsTissfumuAnTuAsfueafawelalunsliuinssuianseendn
ANUITIUAIA Imaaauaﬁiuszﬁumwaﬁqm (X = 4.462, S.D. = 0.443) IngNa1saundumiu nuin fnu
AMUTIAEUNSIRUSNT (Service Speed) agﬂmzé’umaﬁqm (X = 4.470, S.D. = 0.479) 998911
FrunnunouvennIole (Facility & System Readiness) atﬂuizé’wmﬁqm (X = 4.465,S.D. =
0.509) fun1smaumay limuuzi anuudede auduiioa@n (Professionalism & Credibility)
oglusefumndian (X = 4.463, S.D. = 0.490) uazsunisquatolald armavieladlennlduinng

(Caring & Comfort) aglusyfusnnilan (X = 4.449, S.D. = 0.468) muAU
6. NﬁﬂqﬁﬂﬂﬁaUﬂ&lﬁJaﬁqu

aunfiguiin winnssunsuinsuaznsiansanuduiusiugnadssasonudionelalunsly
U3M3 suIATeRNAY avTuAuMe addnltlunsiinsgiide nslinTziannsenvgm (Multiple
Regression Analysis) 1875 Stepwise LLammaﬂﬂsmaauamagfluﬁﬁamiwﬁ 4
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UINNTTUNT B Std. B t Sig. Tolerance VIF

UINIT hagnIs Error
IAN1TANUEUNUS
FugnAn
Al 0.697 0.108 6.431 0.000
ANSIANTS 0.284 0.037 0.320 7.585 0.000* 0.346 2.887
AUEUNUSAY

(%

anAAuNIsase

anulingda

N159ANT 0.173 0.044 0.194 3.926 0.000* 0.252 3.963
ANUFURUSY
ANAPIUNTT
USNSRNILYAAR

UINNTIUNIS 0.149 0.038 0.178 3.923 0.000* 0.298 3.356

USNNSAUNNT

#oasuInnssy

YINNTIUNNS 0.135 0.039 0.155 3.493 0.001* 0.311 3.211
USNISAUAIY

ALAINtUNISKNGDS

ANSIANTT 0.109 0.045 0.125 2.410 0.016* 0.228 4.386
ANNFURUSAY
anAaunsi
ANTIULNRD
MOUALBITITING

R =0.869 R Square = 0.755 Adjusted R Square = 0.752 SEg; = 0.221 F = 245.470 Sig = 0.000*

a o

* Jdpdanluniead@anseau 0.05

o

INANTNNANITIATIZNUTANTTUNITUSAIS N9 4 91U bawn AnusUantndvasusnis, Ay
adeveunalulad, Anuazanlumsidndy, Msdeasuinnssy wagmsinnsanudniusiugnan s
4 sinu leiwn nsdeansegismaiiies, mIuimsianizyana, N1sliANTIsmaenaUALsINTIAGE, N3

a519A7101971918 danaremnuianelalun s IiUIN15Y995UIANSERNAY @1UNSIUALAY tRsp8ay 75.5
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Msgautvddgmeada 0.05 nefinsdnnisanuduiiusiugnAasnunisasieanulingds dwaseniny
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mMsdnds wazn1sdanisauduiusiugnAdunIsinuBdensuauasIng dufvdednsey
g 24.5 \inndnsnavediusau 9 InedinunaianiouninsgiulunisneInsal wiidu 0.221 dan

duusAnsanduniusnnaauriniu 0.869

ansnasUiawuy (Model) ilannuanisidendeuandussdvsavduniusiugUnvmuanasgm lonsil

a/ v . g .
AUsAU Independent Variables ALUsMIU Dependent Variables
NsIANTsAUENTUSTUgnAR Y
Asasnamulinga 0.320
A1FINNITANUAUNUSAUANAINY
Y 0.194
NSUSMSIRNIZUAAS >
N . » o Anunawa lalun1sidusnis
WINNIIUNITUINITAIUNTEDET 0.178
UINNTIU Parasuraman, A., Zeithaml, V. A., & Berry, L. L.
o - v (1988)
UINNITUNITUINITATUAIN 0.155
ALAINIUNITDS
0.125
mM3danseNNduiusiugnAiunIs >
TuTdeneUaLeIfiTIng

A7 2 FIUU (Model) MnHanTITenseumdulssavsanduiusiusuasiuuinnsgu

nAsanUsiena

o

nausitegenAnwdulngilunandgs S 216 au Jo1gegsening 21- 30 U §1uu 120

o [J

AU sERuNsAnE YIRS $1uau 207 Al wassutnsnisuselugnindunmiienusy d1wiu 144
AU HlIUSN1ITUIAITERNAN ANU1TIUAIWAS flsziumuARTILA IR ULIANTTUAISUSNSV0I5UIATS
gaudu avnsudm Tnesameglusyaunin lnefinnsandusiesiu wuii FunsaeaITuTnnsTy o¢
lusgauan sesasnauauazaIntun1sidds egluseauinn suawiuaivveanalulad oglu
sRuIn wagsuauwlanivivesuinig egluseduann mudau uag flszduamudauituietunis
Famsenuduiudiugndn Taesweglussivinniian TneRasaunidusesunudn fumsairsanny
1¥nsla eglusziumnniign sesaandunslimmuthemdonsuaussiisings egluseiumnniiga funs
Usnsiamzyana egluseiuinniige wazsunsieansegiesioiiles egluszduannmuddiu wans

negevaNufgIunud Uadeiidwmasoauiienalalunislguinis loun nsasisanulinnga nsusnng



nzyAna M3doansuinnssy mwazmnlunsdnds mslimnurismdensuaussiinngs sy
HydAgy 0.05
aNUTEHAN1TINY

1. MnHaMFITefinuI1 m3dansarmdiiusiugnidiunisaiisnnslingda demaseauiis
wolalumslduinisvessurmseandu a1v1suAune aenndesiuauideves syiissa lwenedu,ns
lon Mgyaulafu (2564) FehmsAnuniEes msfinmenuduius s siansgnAduiusfidmase
AuasnAnAvasgnAsIIMIERLL NamsAfenudn ruduiusssitnistanegndnduiustuaa
winAnfvesgnisunmsdieglussiumn egndiioddnlumeatiffissdu 0.05 wasnguinnussiuas
aul3dla (Commitment-Trust Theory) 489 Morgan & Hunt (1994) 714 Whfiuinanulindladu
nguddruesmsnaauuuaLduiug Tnsmzlugsiesumsifuslaaiimnuseulmseanudes
95y Msfisuiasannsnaiemudesiutaglvimnuidnuasade (Assurance) ugnénld dox
daralvignAinauiisnalagaan

2. MneaMFITeiinud msdnnisanuduiudiugnéidunsuinisiennzyana dawasiondny

fanalalun1slduinisvesunaIseaNdu @1v15UAILYIE @RI UNUITEV0Y gadnyal UNARSIIA

'
a0 |

(2563) FwhnsAnwTes NMTUIMITYNANENITUS (CRM) Nderasianduassninsvesdlduinis suans
a ey av ¥ au ¢ A ¢ a Y o v ¢ a i v v A
W1l MITuATilinguszasAiieAnvin1suinsgnaA1duius (CRM) idwwasani1uassninives
dlduTnissuiasnalvd iefnuidnuugdluyanadwmanonuindng velduinissuias
WedYd AuRsnAnAres NanTenudn gliusnissuiasnidiyd Tanuduiusidadunseaiunguss
a ! a o o v aaa [ oA [ v & ! a o o w Y a
wUsdasy agraildedAynie afifisedu 0.05 wasnuirdianudunusivedeiidedidey Wefiarsan
Uszgnoudunuafn Anudeulesseningmnuisnelalazaunng (Satisfaction-Loyalty Link) 994
Oliver (1999) agiituldog1adnand N137isuIATEBNEY A1TUAT JUUUNTUIMTANITYAARIY
Y a =2 O A a v ado o a , Y e , |
andAinauianelaty falusingiuwasaasudunddglunisiudeuaniugain ‘gnAnnenely’ Tud

v o

ANANIANISNANA (Customer Loyalty) Feagdawadnan1ssnwgiugnawaznsidusniseilussey

Y

gmoly”

391nHaMTITeAnuI uinnssumsuinisdumsieansuianssy dwadoaufienelalunisld
U3N5UBIELINTEBNAY EUTIWALM denndBafuNUITves Aadve] undm (2563) GavinsAnm
Fos Hadeuinnssuuimsidmasionufisnelauazauasindnalumsliuinisqudufsuanamnssu
(Industry Transformation Center: ITC) #an15398WUIN 8IAUIZNBUAUWIANTINUTNS HNATIUINDEN
Ty AgsianuiianelavesEliuinig wazwumguin1sunsnszateuinnssy (Diffusion of
Innovations Theory) 483 Rogers (2003) #sdlidiuin msiiusmsfituadeifissegnaienduliifioame

5% o = PPN a a A o . o v PN
LW\G\@Q@WﬂUﬂigUQUﬂqia@ﬁqiwmﬂﬁgﬁWﬁﬂWWLW@@@V’]T‘INIQJLLUH@U (Uncertamty) LLazaiqﬂﬂrﬂﬂJlﬂJ{k\]W



gnesalitugldusnig WesunansesvduaunsadeanshignAiudnauauasisnsldnuuinnssuld
pg19naY AwYIednasy n13Tuieruielunslda (Perceived Ease of Use) muuuafn

wuudnaamseensumalulad (TAM) vilignAndnanudulanasianelalunisldusnisunngsdu

4 nnnamsITeinui uinnssumsuinisiuauazanlumadife deaderufinelalu
nsliuinsvessuimseadu avsumum denadesiunuddeves naun afesmes (2566) B
yhmsinuiBes nansenuuTangsuuing nmdnualesdng uazenufianelavesgnénseanudilaide
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annsianuiianelagnan Svddgeada nadnsanaiaunsaesuelame nguianuasainauis
Tun15U3n1s (Service Convenience Model) ¥4 Berry et al. (2002) %ﬂiz‘uqd’l winnssuu3nIsna
Uszansnmazdesaninsatisandunuiilalimatiu (Non-monetary costs) vesgninlsl Instamiznnsan
mMsgapdenauazanaumeneslunsdndasing desuasessduiinshuinnssuuszgndld
dieandunoufidudeu vierfuromnanmadndsiinnilisende dounouauase uuAnnIsanAY

WeENVBIgNAT (Customer Effort Score) a4 Dixon et al. (2010) #%liiiudn n1sueuUsTaUN1T0IN

v A

euazliguassa (Frictionless Experience) Aanauadidigalunisasiminuianela

v 9

5.annRamFITeinui msdansanudusiusiugndunsiimnmewdensuaussiisng,
daasionuiianelalunsliuinisvessunA1ToauaY 8191 INAIA @OAARDIIUILITBUDY QU B
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