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Abstract

The objectives of this research were 1) to study the factors of marketing mix, service
quality, consumer behavior that affected customer satisfaction towards Krung Thai Bank
services in Sakon Nakhon Province and 2) to study the direct and indirect effects that influence
the customer satisfaction towards Krung Thai Bank services in Sakon Nakhon Province. The
sample group was 400 customers in 8 branches who had Krung Thai Bank accounts in Sakon
Nakhon Province. The instrument was a questionnaire, and the data analysis employed the
PLS-SEM method that was used to measure the relationship among the variables. The results
showed that the factors influencing Krung Thai Bank’s services include the marketing mix,
service quality, consumer behavior, and satisfaction. The direct and indirect effects that influenced
the customer satisfaction towards Krung Thai Bank services in Sakon Nakhon Province applied
the outer and inner model as this was considered to be accurate and reliable. These results
were that the factors directly influenced the satisfaction towards Krung Thai Bank services
in Sakon Nakhon Province for enhancing strong relationships in the bank services included
marketing mix, service quality, and customer behavior. Concerning the indirect factors, these

involved marketing mix and service quality.
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Figure 1 Conceptual framework
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>0.50[24] /1 p, (Dijkstra-Henseler’s rho) >0.70[28] i p_(Joreskog’s rho) >0.70[29] i (Cronbach’s
Alpha) >0.70[26] Discriminant Validity: Fornell-Larcker >(AVE)” [31] Discriminant Validity:
Heterotrait-Monotrait Ratio of Correlation (HTMT) <1[28]

a9 TUN1TIALUUIIa09 Inner %30 Structure Model Usznaunaumn Coefficient of
Determination R? a1saunler 0.25 Jvwieidn, 0.50 fvuianans wag 0.75 Svuialng [32] A
Predictive Relevance, Q*>0 [32] #1 Effect Size, f* Ingfiansailyt 0.02 Slawadn, 0.15 Svunanans
waz 0.35 flvwelvig) [32] A Path Coefficient 913041970 TWA LASBIVILNY WAz p-value [33]
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szauNsAnYsERUUS Y Insauau 165 Au Andudesay 41.30 91Tndrsiwms/midnnusgiamia
w119 au Andufeeaz 29.80 sneldagsening 15,001 - 20,000 vvsefouswIu 94 AU
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Table 1 Mean, standard deviation, and the measurement model

Dijkstra-
Latent and Observable S.D. Loading AVE Henseler’s Joreskog’s Cronbach’s
ho (0) rho (p)  Alpha(a)
A
Marketing mix (MARM)  3.75 0.653 0.6714 0.9198 0.9346 0.9181
1. Product (PROD) 319 0638 0.774
2. Price (PRIC) 383 0.759 0.829
3. Place (PLAC) 383 0769 0.785
4. Promotion (PROM) 384 0741  0.859
5. Staff (PEOP) 410 0687  0.836
6. Process (PROC) 389 0.741  0.850
7. Physical (PHYS) 400 0683 0.799
Service quality (SWRV) 3.79 0.674 0.8016 0.9390 0.9528 0.9381
1. Customer satisfaction  4.03  0.659  0.876
(SATI)
2. Service to ensure 407 0.716  0.903
customers (ENSU)
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Table 1 Mean, standard deviation, and the measurement model (continued)

Dijkstra-
Latent and Observable S.D. Loading AVE Herjwseler’s Joreskog's Cronbach's
tho (0 ) rho (p)  Alpha(@)
A
3. Availability of tools 4.02 0.745 0.898
(TOOL)
4. Customer care (CARE) 4.01 0.706 0912
5. Responding to 398 0741  0.887
customer needs (RESP)
Consumer behavior 3.78 0.661 0.8147 0.9246 0.9462 0.9241
(BEHA)
1. Stimulus (STIM) 387 0702 0912
2. Response (RSPO) 384 0769  0.902
3. Felling (FEEL) 387 0812 0914
4. Information search 379 0743  0.882
(INFO)
aunenala (SFAC) 3.80 0.748 0.7529 0.8955 0.9240 0.8901

1. Physical needs (PHYN) 391 0.733  0.817
2. Acceptance (REQN) 383 0.784 0914
3. Need for praise (PRAN) 3.81 0.726  0.863
4. Success (SUCC) 392 0713 0874

997 1 HansAnwdUsEaINIINIaIn Useneudie winnuatadesnniigae
4.10, S.D. = 0.687 9sasNABAIAGDLYNIMEAMEIALRAY 4.00, SD. = 0.683 UaATNTEUIUNTE
Aade 3.89, S.0. =0.741 wansAnwiaanwANsIUIMS Useneusae msuinslgnandiledien
lABaNnTianAe 4.07, SD. = 0.716 8sasnAe ANufimelavesgniniAads 4.03, SD. = 0.659
wazaumienesaiedledlaadn 4.02, S.D. = 0.745 namsAnwmgnssuguilna Usznausie
sudsnszduuaziumwiinindndiaedeunniiano 3.87, S.0. = 0812, 0.702 s0%aNAD F1u
nsmevauesliALady 3.84, SD. = 0.769 uazgaving Amnuflanely Uszneuse suaudeanis
AwdSaliaeduinniianfie 3.92, S.D. = 0.713 S99 Ae ANUABINITMNITNBTiALRAD
3.91, S.D. = 0.733 wardumudesnIsNseeusuiidniads 3.81, S.D. = 0.784
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Table 2 Discriminant Validity: Fornell-Larcker Criterion

Construct MARM SWRV BEHA SFAC
MARM 0.7714
SWRV 0.7254 0.8016
BEHA 0.6787 0.6615 0.8147
SFAC 0.5901 0.6172 0.6925 0.7529

NANS197 2 TN AVE saust 0.7714-0.8147 darliusnfisnnninandusiusseninsdndsuss
LARIDINANUATATITNUA

ANSIATILYAN Heterotrait-Monotrait Ratio of Correlations (HTMT) 1Jun1siansanda
ANANUASATIILUN FILARIDINANSINT 3

Table 3 Discriminant Validity: Heterotrait-Monotrait Ratio of Correlations (HTMT)

Construct MARM SWRV BEHA SFAC
MARM
SWRV 0.9157
BEHA 0.8937 0.8714
SFAC 0.8447 0.8558 0.9136

'
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Figure 2. Figure 2. Results of the Factors Influencing Krung Thai Bank Service in

Sakon Nakhon Province for Building Strong Relationships in Bank Service model
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Tseadrsfianudidedolduarannsathlundanals

15915047 Inner Model WumsRansanainaduszansidunis (Path Coefficient) &4
ATIVFDUINKNANTENUNIASS (Direct Effect) nansenuniewau (Indirect Effect) wagkansgnusis
v (Total Effect) 21wl 1 1 R? vasiandsudvia 3 dafidnegsewing 0.724-0.730 Saduen
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Table 4 Hypothesis testing

Effect Original Standard Error  t-value p-value  Accept/Reject
Coefficient
MARM -> SWRV 0.852 0.016 52.716 0.000 gaU5U
MARM -> BEHA 0.478 0.018 44.109 0.000 gaUsU
MARM -> SFAC 0.108 0.024 31.482 0.000 gausU
SWRV -> BEHA 0.407 0.056 7.151 0.000 JRHET
SWRV -> SFAC 0.263 0.071 6.676 0.000 gausu
BEHA -> SFAC 0.529 0.065 8.046 0.000 IRHE

NPT 4 wanSTedeUANNRgIY BawTUT 3 AUNATIURARSA Y NALNFAFIUIAIY
duiusiuserinsuusuessiitod iy Ssaenadasiuaunfsmd 1 dadudrunaunisnain Jady
ANNMNITUINT Yadenginssuguilaa danuduiusiuanuiisnalaveansluimssuiasnss
Ingluwedaninanauns Fswousuaumfigiud 1

ven i auufigiui 2 Yefeiidsvinamenseemnuiimelasonisliuing
sumsngslngluwniminanauns Weaieianuduiusifsonisliuinsvesuias Téun dw
NANNINAIN ARAMUINS WarngAnssuguilan 91namil 2 el 4 wagaadl 5 Bewsy
auuAgIuil 2 MduNaNnIIaIn ANNNUIAS uaznginssuiuslaaiivdnasenufiswelaly
nslyns uazanuigiui 3 Yedenidvnamsdeudennuiswelasonislyinissuiasngslng
Tuwsdminanauas ileaduanuduiusiiadensliuinsvossuias IHuA drunaunsnan uag
AMAINUZNT 9N 1 951971 4 uazeedl 5 veNSuaNAgILR 3 TduNaNNIIIAIR LAt
ANNMUINT HBnSwanisdeusenishivinissuimanjsineluwadminanauns
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Table 5 Direct, indirect and total influence variables

Effect Beta (Direct Effects) Indirect Effects Total Effect Cohen’s f°
MARM -> SWRV 0.852 0.852 2.642
MARM -> BEHA 0.478 0.346 0.824 0.227
MARM -> SFAC 0.108 0.659 0.768 0.009
SWRV -> BEHA 0.407 0.407 0.164
SWRV -> SFAC 0.263 0.215 0.478 0.060
BEHA -> SFAC 0.529 0.529 0.285

INANST 5 wARIEINTITIATIEREVBNAN19RSe Medon wardvdwasiu FeUsenoudie
6 Wums Wumsiiiinansenusianniiande @umisdudsraunmanisnane->AnaINAISUINNS
(MARM -> SWRV) finansgnus el 0.8517 So9aanfoidumediudssaumninisnain->nginssy
HUSLAA (MARM -> BEHA) ﬁwamzwmwa&jﬁ 0.8238 waztdunvauUsTaLmnIINIRaa->Auianela
(MARM -> SFAC) finansznusisegil 0.7682
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