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Abstract

The objectives of this research were 1) to study the level of the effect of satisfaction on
customer royalty for TMBThanachart Bank Public company limited, Phuket province, 2) to study the
satisfaction of compensation-related customer royalty for TMBThanachart Bank Public company
limited, Phuket province. The sample of this study was the one who has a deposit account at
TMBThanachart Bank Public company limited, Phuket province totals 13 branches in Phuket, cover
areas in 3 districts 400 peoples, the majority of the respondent were female. Aged 36 - 40 years old
with a bachelor's degree, marital status, company employee, a monthly Income between 30,0001 -
40,000 baht, and mainly for the purpose of financial transactions, deposits, withdrawals, and money
transfers. Using questionnaires to collect data. The data were analyzed by percentage, frequency,
mean and standard deviation, and using multiple regression analysis was used to test the hypothesis.

The results of the research showed that the level of the effect of satisfaction on customer
royalty for TMBThanachart Bank Public company limited, Phuket province is at a high level by users
who have a deposit account at TMBThanachart Bank public company limited in Phuket are satisfied
with the service In terms of service response is the meanest (X= 3.99, S.D. = 0.52). The results of a
multiple regression analysis of service satisfaction and loyalty of TMBThanachart Bank public
company Limited users, Phuket province service satisfaction on service continuity X5 was the most
correlated with customer loyalty (B = 0.174, p < .001) followed by service satisfaction. In terms of
equal service X; (B = 0.269, p < .05), the higher the satisfaction of using the service, the higher the
loyalty to TMBThanachart Bank Plc., Phuket province more in order

Keywords: satisfaction, customer loyalty, TMBThanachart Bank public company Limited,
Phuket
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