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ABSTRACT

While earning a Master's degree in Business Administration from the
National University of Management, | was able to complete this research thesis
book in response to the research questions of significant Marketing Mix Strategy
Performance at the bank which is classified as one of a rapidly developing
financial institution in Cambodia, this research thesis book was of course
compiled under the title "The Impact of Marketing Mix Strategies on Customer
Satisfaction: A Case Study of ACLEDA Mobile ToanChet." On the other hand,
it reflects my extensive knowledge of Marketing Mix Strategies on business

organizations or institutions.

A major goal of compiling this collection of master's thesis research
papers is to provide students with the tools they need to conduct research,
analyze data, draw conclusions, and write effective master's thesis proposals.
There has also been an increase in banking activity in Cambodia, particularly
ACLEDA Mobile ToanChet. Research thesis will also be able to help future
students and researchers who want to experiment and understand the banking
sector's marketing mix strategy by 6Ps. Finally, this research also aims to
investigate the relationship between ACLEDA Mobile ToanChet marketing mix
strategy (6Ps) performance and customer satisfaction. Last but not least, | offer
an apology for any errors in this work caused by a lack of knowledge and
inadvertent mistakes. Students, professors, and anyone else who offers me
constructive feedback can count on my gratitude. I'd like to take this opportunity

to wish you all the best for the future.
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CHAPTER I: INTRODUCTION

This chapter provides an overview of fundamental of marketing mix
strategy and also identify the problem that impact or effect on customer
satisfaction for ACLEDA Mobile (ToanChet). In this chapter will description
background of the study, find out statement of problem, build up research
question, propose objectives of study, form up hypothesis, define signification

of the study and show up scop and limitation of the study as well.

1.1. Background of the Study

The journey of development of Cambodia in this modern era is not
happened by chance or God, but it made from the end of genocide regime Pol Pot,
the local civil war, national reconciliation, the strong construction of peace, the
stability, and the development of significant economic grow. After the successful
integration of peace in 1998, the economy of Cambodia is growing annually
around 8%. Under this economic development, there are requirements of labor or
employment, the government's role, the activities of import and export, and the
investment of local and international into Cambodia. One of the four key
elements of economic development of Cambodia, the foreign direct and indirect
investment through the banking sector is remarkable. For instance, there are 51
commercial banks, 12 specialized banks, 6 microfinance deposit- taking
institutions, 75 microfinance non-deposit-taking institutions, 245 rural credit
intuitions, and 15 financial leasing companies in 2019 (Annual Report 2020,
General Directorate of Supervision, NBC). Through this higher investment of
financial institutions in banking sectors, they not only create good opportunities
for development of businessmen and businesswomen, but also competition
among commercial banks, microfinance, and other financial institutions.
ACLEDA Bank Plc. is a public limited company, formed under the Banking
and Financial Institutions Law of the Kingdom of Cambodia. Based in Phnom
Penh, with 261 offices covering all provinces, as well as 42 in Laos, and seven
in Myanmar. ACLEDA started out in 1993 when it began providing micro
credits to war victims. By now it is Cambodia's major commercial
bank. ACLEDA had more than $5,244 million in total assets as of December 31,
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2017, and more than $3,117 million in deposits, with over $3,085 million in
loans outstanding. According to the National Bank of Cambodia, ACLEDA
Bank is the largest domestic commercial bank in terms of total assets and number

of clients, with more than 1.7 million depositors as of December 31, 2017.

The bank is headed by president and GMD, In Channy, who is one of the
original 28 members of the organization. Channy joined the company in 1992 as
a loan officer while the bank was still a UN-funded microfinance project. He
now serves as chief executive officer of the company, and also serves as vice-

chairman of the International Business Chamber of Cambodia.

ACLEDA was established in January 1993, as a national NGO for micro
and small enterprise development and credit by a group of founders listed below.
From its earliest days, it enjoyed the support of a number of major international
development agencies whose contributions are gratefully acknowledged in
ACLEDA's 'Roll of Honour'. Two factors, namely the expansion of its network
to cover all of Cambodia's provinces and towns and its ability to operate at a
profit to ensure its sustainability, led both its board and international partners to
conclude that it should be transformed into a commercial bank. This would not
only provide a secure regulatory framework lacking under its previous status but
would also enable it to enlarge its range of funding options (e.g., equity injection,
taking public deposits, obtaining commercial interbank loans) to support the
expansion of its core micro-finance business. With assistance from USAID,
MPDF/IFC and UNDP—to name a few—a three-year program for
transformation commenced in 1998 which culminated in the granting of a
specialized banking license in October 2000.

Under the process, the original NGO has transferred its assets and on-lent
its liabilities (long-term loans from donors) to the new ACLEDA Bank. In return,
it has received 44.91% of the bank's capital of US$4 million; the ACLEDA Staff
Association (‘ASA’), a trust established to give its staff an equity interest, has
purchased 6.09% and the remaining 49% has been taken up in equal parts by
four foreign investors, namely the International Finance Corporation (a division
of the World Bank), DEG (Germany), FMO and Triodos Bank (The



Netherlands). It is intended that ACLEDA Bank will seek a listing on a stock

exchange at some time in the future.

Since December 1, 2003, ACLEDA Bank was licensed as a commercial
bank after having tripled its capital to US$13 million and was named ACLEDA
Bank Plc. On November 30, 2006, ACLEDA Bank raised its issued and paid-up
capital from US$13 million to US$30 million. On January 4, 2008, ACLEDA
Bank celebrated its fifteenth anniversary and raised its issued and paid-up capital
from US$30 million to US$50 million.

On January 23, 2009, the capital of ACLEDA Bank Plc. was increased
from US$50 million to US$60 million and further increased on June 12, 2009,
to US$68.15 million. On June 3, 2011, the bank increased its capital to US$78
million and further increased to US$88 million on February 6, 2012.

On May 25, 2012, ACLEDA Bank had raised its issued and paid-up capital
from US$88,372,500 to US$113,169,560. On June 24, 2015, ACLEDA Bank
increased its share capital from US$225,535,605 to US$265,726,050. On June
8, 2016, ACLEDA Bank increased its share capital from $265,726,050 to
$307,763,911. On May 12, 2017, ACLEDA Bank increased its share capital
from $307,763,911 to $358,544,956.

Services are intangible, can't be split up, have different parts, and don't last
forever. Because of these features, it's hard for a potential customer to judge a
service before buying it, which is easy to do with a product. So, marketing a
service is even more important than marketing a product, so that the brand makes
a promise and makes potential customers trust it. People often think that
marketing is all about products because it's easier to market a product with a
name, a logo, a color scheme, or anything else that can be easily communicated
and spread through the product, its packaging, label, etc. Marketing a service,
especially financial services, is harder in this way, but it should still be taken
seriously. As a result, a component of the bank marketing strategy is the bank
marketing mix. To build value for clients and reap financial rewards from them,
the 6Ps represent the most crucial techniques, which include a variety of service

strategies.



Furthermore, one of the most important things in business is making sure
customers are happy. When it comes to commercial banks, the level of customer
satisfaction is what makes one bank different from another. Measuring customer
satisfaction is very important because it shows how satisfied customers are.
(Zopounidis, 2012, 37) This is why banks listen to customer needs and
complaints or focus on customer satisfaction: a profitable business can't exist
without happy customers, especially in service-based industries. As the banking
industry is based on service, customers are the key to their survival.

The marketing mix in service, which tries to maximize customer pleasure
and retention so that firms, notably banks, may remain competitive over time,
has seen a rise in attention recently (Sathiyavany & Shivany, 2018). Banks are the
most significant financial intermediaries in the majority of economies, offering a
wide range of services. Profitable banking industries aid in the resilience of
economies to shocks and the stability of the financial system (Batten & Vo,
2019). On the other side, bankruptcies can start a systemic crisis. In the highly
cutthroat banking industry of today, customer retention is crucial. Customer
retention may enhance profitability by 35% in banking, 50% in insurance and
brokerage, and 125% in consumer credit cards with just a 5% increase. Banks
are focusing their efforts on retaining consumers and growing their market share
as a result (Singh & Arora, 2011).

According to Hoehle, Scornavacca, and Huff (2012), consumers are
making more deliberate, methodical, and analytical decisions when choosing
banks. To keep current clients and draw in new ones, banks must now understand
the components of the marketing mix that serve as the foundation for developing

an effective marketing plan (Harcar, Kaynak & Kucukemiroglu, 2004).

The pressure to respond to market considerations in terms of market
segmentation, strategies, and management, internal and external infrastructure
development, use of information technology, and the capacity for innovation and
differentiation is a result of growing competition and diversity of service
development in the banking and financial services sector (Rashid & Hassan,
2009).

The banking industry in Cambodia is dominated by National Bank of



Cambodia, as it is the supervisor of all commercial banks (58), specialized banks
(09), Microfinance Deposit-Taking Institutions (05), Microfinance Non-
Deposit-Taking Institutions (82), Financial Leasing Companies (16), Payment
Service Institutions (34), Rural Credit Institutions (226), and Representative
Offices (06). So, ACLEDA Bank Plc competes not just with other banks, but
also with non- bank financial institutions. Therefore, to minimize customer
dissatisfaction and switching, bank management should optimize the blending
of marketing mix variables according to customers' individual needs and be
aware of the relative influence of the marketing mix elements. Therefore, it’s
crucial to understand how the marketing mix affects customer satisfaction. 6Ps
Marketing mix strategies plays very essential roles and provide satisfaction to
customer at ACLEDA Bank Plc.

1.2. Statement of the Problem

It is not a coincidence that ACLEDA Bank Plc has fewer customers on
transactions and loans on an annual basis through less loan applying, paying off,
or refinancing when compared to other banks. This is due to the fact that there
shall be many internal causes that occur related to loan policies, regulations,
marketing strategies, or loan procedures. Moreover, ACLEDA Bank Plc has
fewer new customers. In addition to this, it can also be traced back to the top
management, middle management, or bottom line of the ACLEDA Bank Plc.
For this thesis, | would like to take one of the potential points at ACLEDA Bank
Plc to study which is ACLEDA Mobile ToanChet.

Nowadays, there are many issues happening with ACLEDA Mobile
ToanChet. Some customers always face issues with transactions and some
payments via ACLEDA mobile app. In addition, sometimes customers cannot
transfer their money to each other while some of them cannot make payments
for their personal use and business. As we know that ACLEDA is leading
commercial bank in Cambodia, most of Cambodian people always use this bank
for their need. Regarding to ACLEDA Mobile ToanChet, customers often face
with some errors. There are no enough promotions as well. 6Ps also do not have

any updates or anything new to the customers.
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There are many problems with the development of new customers for
ACLEDA Mobile ToanChet. One of those factors that we are able to notice is
service marketing mix of the bank. The phrase “marketing mix” refers to the
mixture of strategies that a company employs in order to successfully sell its
goods or services to a certain segment of the population in order to accomplish
its goals and realize its potential (CIM, 2004). It is also known as the "4 Ps,"
which stands for "product,” "price,” "promotion,” and "place.

The following is a condensed explanation of what Copley (2004) refers to
as the "four Ps" of marketing: Product, the good or service that is being sold, as
defined by its characteristics, qualities, and advantages, as well as its quantities;
Price, which comprises not only the price of the item itself but also the prices of
the many product assortments and lines, as well as any price adjustments and
ways of payment; Place is the geographic place at which a good or service can
be obtained by a consumer, taking into account any relevant distribution
methods; Personal selling, advertising, direct marketing, direct sales, public
relations (PR), sales promotion, and sponsorship are the avenues that lead to
successful promotion and market communication.

According to the findings of a large number of research, there is a
considerable and positive relationship between marketing mix strategy and
levels of satisfied customers (Anderson and Sulivan, 1993; Cronin, Brady &
Hult, 2000; Taylor & Baker, 1994). As a result, the purpose of this study is to
investigate the impact that the service marketing mix 6Ps (Product, Price,
Promotion, Place, People, Physical Evidence) has on the level of satisfaction
experienced by ACLEDA Bank Plc (ACLEDA Mobile ToanChet).

In order to find a solution to this issue for ACLEDA Bank, checking on
the loan policies, regulations, marketing strategies, and procedures, as well as
the top management, the middle management, and the bottom line are necessary
tasks. This will allow us to make the best option possible for the target market.
Importantly, there are a number of independent variables to consider, including
the product or service quality for customers, competitive interest rates, location
for operation transactions, attractive and active promotion and marketing with
implementation, the improvement of Human Resource Management, and finally,

the improvement of technology in banking service for the customers.
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Therefore, it is important to find factors that help to establish customer
satisfaction at ACLEDA Bank (ACLEDA Mobile ToanChet) via service
marketing mix of 4Ps. Additionally, in order to find out the result on how do
customers satisfied with this marketing mix of 4Ps, author and audience need to
understand six questions of the independent variable, (1) is customers satisfied
with products/services of (ACLEDA Mobile ToanChet)? (2) are customers
satisfied with price of (ACLEDA Mobile ToanChet)? (3) are customers satisfied
with promotion of (ACLEDA Mobile ToanChet)? (4) are customers satisfied
with place/location of ATM of ACLEDA Mobile (ToanChet)? (5) are customers
satisfied with people of ACLEDA Mobile (ToanChet).? The last question, (6)
are customers satisfied with physical evidence of ACLEDA Mobile (ToanChet)?

The purpose of this dissertation is to get a better understanding of the
factors that impact on consumer satisfaction by service marketing mix of 6Ps at
ACLEDA Mobile ToanChet as the author intends to find important majors that
help to establish customer satisfaction by this marketing mix strategy. These
factors will guide our empirical research to meet our objective to investigate how
customers perceive the importance of some selected, for them to feel satisfied
with purchasing products and services of ACLEDA Mobile ToanChet.

1.3. Research Questions
1. How is the effectiveness of marketing mix and customer satisfaction
practice of ACLEDA Mobile banking?
2. What is the impact of the marketing mix (6Ps) on customer satisfaction
of ACLEDA Mobile banking?
3. How is significant impact of the marketing mix on customer satisfaction
of ACLEDA Mobile banking?

1.4. Objectives of the study

This study is aimed to provide evidence, relationship and answer to support
following objectives:
» To assess the effectiveness of marketing mix on customer satisfaction
practice of ACLEDA Mobile banking
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» To investigate the marketing mix (6Ps) on customer satisfaction of
ACLEDA Mobile banking.

» To find out the most significant influence of the marketing mix (6Ps)
on customer satisfaction of ACLEDA Mobile banking.

» To provide a conclusion and implication.

Hypotheses
The current research was conducted to examine the following null

hypothesis:

» Hal: Products/Services of marketing mix has significant impact on
customer satisfaction at ACLEDA Mobile (ToanChet).

» Ha2: Price of marketing mix has significant impact on customer
satisfaction at ACLEDA Mobile (ToanChet).

» Ha3: Promotion of marketing mix has significant impact on
customer satisfaction at ACLEDA Mobile (ToanChet).

» Ha4: Place of marketing mix has significant impact on customer
satisfaction at ACLEDA Mobile (ToanChet).

» Hab5: People of marketing mix has significant impact on customer
satisfaction at ACLEDA Mobile (ToanChet).

» Ha6: Physical Evidence of marketing mix has significant impact on
customer satisfaction at ACLEDA Bank Plc.

1.5. Scope and Limitations of the Study

Normally, service marketing mix is a selection of services developed to
offer customer a choice within a particular range and there are 6Ps which are with
price, place, product, promotion, people and physical evidence. Author have
chosen all 6Ps which contains with product/service, price, promotion, place,
people and physical evidence for banking services at ACLEDA Bank Plc. Author
have made the limitation to look at customer’s satisfaction by this 6Ps of service
marketing mix. Satisfaction is a complex concept that can be viewed in many
difference ways. Therefore, author had to make the limitation to only try to look

at literature that take up customer’s satisfaction in connection to service
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marketing mix of 6Ps at the ACLEDA Bank Plc as they are also a worthy
limitation of time and requirement by the school. Other sides of this study will
descript of the research limitation as below:

» This research focused on the impact of customer’s satisfaction in 6Ps of
service marketing mix, which is conducted six elements of “P” to
support this topic are: product/service, price, promotion, place, people,
physical evidence and process.

» Due to time and financial constraints, author had to conduct the survey
of the collection of the sample size that is specific to ACLEDA Bank
Plc and investigate to the entire of the population required at the
ACLEDA Mobile (ToanChet). Furthermore, among of sample size will
follow through with unrestricted population (Cochran, 1963).

» The data were analyzed using SPSS software version 27 to elaborate
and test the hypothesizes.

» Due to 3 participants did not complete full information, | decided to

remove them; therefore, there were 340 participants in total.

1.6. Significance of the Study

» For ACLEDA Mobile (Toan Chet).

e The results of the research can be used as a guideline to develop and

increase customers’ satisfaction of banking service in the market.’
e Developing products and services needs the demand of customers.

e Decision-makers at all levels of ACLEDA Mobile (Toan Chet) may utilize
it to enhance their overall service marketing. They will have a thorough
grasp of the crucial role that the elements of the marketing mix play in
formulating appropriate marketing strategies that will help them increase
their market share, boost their earnings, and gain an advantage over other

businesses in the sector.

e The study's findings can be applied as a roadmap for creating and
improving ACLEDA Mobile (Toan Chet)'s marketing strategy in order to

attract more clients and better serve consumers.
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» For public benefits

e This study should serve as a springboard and inspire more investigation
for future academics, particularly those working in the field of service
marketing, to better understand how the marketing mix variables are used

in the service sector, such as banks.

o It will aid marketing professionals in appropriately operationalizing the

use of marketing mix factors in their work.

e Commercial banks that currently use formal marketing strategies, like
ACLEDA Bank, should find the study useful in evaluating their strategies,
while those that do not currently use formal strategies should recognize the

value of doing so and work to further develop their strategies.

e To be as a reference source for next generation of students and researchers
to go further research and share the knowledge to the readers or learners
in Banking and Finance or Managements about the marketing mix in
Banking sector

To be important information for the public to analyze, weigh, and compare before

making a decision on using any product/service from commercial banks.

1.7. Layout of the Study

The dissertation has the following outline:

Chapter 1: Introduction

The first chapter introduces the topic, which includes background of the
study, statement of the problem, research questions, study objectives,
hypotheses, significance of the study, scope and limitations of the study.
Chapter 2: Literature Review

The purpose of the present chapter is to review the relevant literature with
respect to the theme of research. For this purpose, the chapter is broadly divided
into three parts. The first part reviews the conceptual literature relating to
definition of service marketing mix including 6Ps and customer’s satisfaction on

the service marketing mix. In the empirical literature, studies focusing on the
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impact of service marketing mix of 6Ps on customer’s satisfaction at ACLEDA
mobile ToanChet along with need for research have been presented. Finally, at
the end of the chapter, a concluding remark is given.

Chapter 3: Methodology

The third chapter explains the detailed methodology adopted in the study.
This chapter includes the type of analysis, type, and source of data, sample
design, data gathering procedure, statistical tools, coverage of the study and
procedure of analyzing the data.

Chapter 4: Data Analysis and Result

The main purpose of this chapter is to present the impact/effect of service
marketing mix on customer satisfaction in the study area, i.e., Phnom Penh,
Cambodia. For this purpose, a field survey was conducted among 340 sample
customers. To meet the study objectives, the whole chapter is divided into four
parts. The first part of the chapter analyzes the customers’ personal profiles, such
as gender, ages, education, and occupation. Secondly, the findings of
effectiveness of service marketing mix of 6Ps have been presented in part three
of this chapter which contains the sample size, mean results, standard deviation
and interpretation. Besides this, the main research problem has been analyzed in
this section of the chapter, the impact of service marketing mixes on customers’
satisfaction in the study area, i.e., Phnom Penh, Cambodia. Finally, the last
section provides a concluding remark.

Chapter 5: Conclusion and Implication

The aim of the present chapter is to summarize the main findings of the
study. In addition, the chapter presents the policy implications, scope for further
research and conclusion. For this purpose, the chapter is divided into three
sections. The first section deals with the main findings of the study. The policy
implications and suggestions are placed in the second section, and in the third
section of the chapter, the scope for further research along with the conclusion

of the study is presented.
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CHAPTER II: LITERATURE REVIEW

The purpose of the present chapter is to review the relevant literature with
respect to the theme of research. For this purpose, the chapter is broadly divided
into three parts. The first part reviews the conceptual literature relating to
definition of service marketing mix which is included 6Ps and customer’s
satisfaction on the service marketing mix. In the empirical literature, studies
focusing on the impact of service marketing mix on customer’s satisfaction at
ACLEDA Mobile ToanChet along with need for research have been presented.
Finally, at the end of the chapter, a concluding remark is given.

2.1. Definition of Key Term

In order to comprehensive to the research study, author and audiences

should understand the main key terms in the Table 2-1 below:

Table 2-1: Key Terms Definition

Key Terms Meaning Citation

Commercial Bank A commercial bank is an institution (Cecchetti &
that accepts deposits and uses the Schoenholtz,
proceeds to make consumer, 2010)
commercial, and real estate loans.
Originally established to meet the
needs of businesses, many of these
banks now serve individual customers
as well. Commercial banks tend to
specialize as community, regional and
super-regional, or money center

banks.

Marketing - The process of creating value for | - (Kotler &
customers and build strong customer | Armstrong,
relationships in order to capture | 2007)

value from customers in return. - (P. Kotler
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- "Marketing is the process of | 2010, 7)
planning, executing the conception,
pricing, promotion and distribution
of idea, goods, services to create
exchanges that satisfy individual
and organizational goal”. (P. Kotler
2010, 7)
Marketing Mix Marketing Mix is a set of tactical (Kotler and
marketing tools where all elements of Armstrong,
this Marketing Mix itself can be 2001)
controlled by the company with the
aim as one of the functions to find out
the response needed by a company's
business that comes from target
market.
Customer - The consumer's fulfillment | - (Oliver,
Satisfaction response. It is a judgment that a | 2010)
product or service feature, or the | - (Philip Kotler
product or service itself, provided | etal 2013)
(or is providing) a pleasurable level | - (Hill et al.
of consumption-related fulfillment, | 2007, 31)

including levels of under- or over
fulfillment.

- It is predetermined by how the
expectations of the customer are
met.

- Customer satisfaction is directly
connected to customers’ needs. The
degree to which these needs are
fulfilled determines the enjoyment
in the case of conformity or

disappointment from discrepancy.

13




Product Anything that can be offered to a | (Philip Kotler,
market for attention, acquisition, use | 2008)
or consumption. It includes physical
objects, services, personalities,
place, organizations and ideas.

Price The amount of money charged for a | Kotler and
product or service, or the sum of all | Armstrong
the values that customers give up in | (2009, p. 263)
order to gain the benefit of having or
using a product or service.

Promotion As a communication tool that serves | - Ulus in
to inform and invite/persuade | Babin (2011:
buyers. 27)
One of the marketing strategy | - Philip Kotler
processes as a way to communicate | (2000)
with the market with the association
of promotional mix composition.

Place The various the company undertakes | (Philip Kotler,
to make the product accessible and | 2008)
available to target costumer.

People All actors who play an important | -Philip
role in providing services so that | Kotler, Gary
they can influence customer | Amstrong,
perceptions. The elements in people | 2012,
are company employees, consumers, | Principles of
distributors, and others. Marketing,
Pearson
Education,
Inc
Physical An environment where a company | - Zeithaml,
Evidence provides services or products in a | Bitner and
location where the company can | Gremler
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interact directly with consumers. (2006)

2.2. Marketing Mix (Service Offering) and Customer Satisfaction

Following the publication of Neil H. Borden's 1964 article, The Concept
of the Marketing Mix, the phrase "marketing mix" gained widespread use.
Following James Culliton's description of the marketing manager as a "mixer of
elements,” Borden started using the phrase in his instruction in the late 1940s.
Product planning, price, branding, distribution methods, personal selling,
advertising, promotions, packaging, display, servicing, hands-on handling, and
fact-finding and analysis were all components of Borden's marketing mix. These
components were later categorized by E. Jerome McCarthy into the four groups

that are now referred to as the 4 P's of marketing.

The marketing mix serves as a framework for developing and carrying out
marketing initiatives. It emphasizes the mixing of different elements in order to
achieve organizational and consumer goals. The four Ps of the marketing mix,
usually referred to as the components, are price, place, product, and promotion.
These are the marketing methods. Neil Borden (Borden, N. 1964), who first used
the phrase in 1949, created the model. Marketers need to take their target
audience into account when combining the mix ingredients. They must
comprehend the needs and wants of the target market before creating and

formulating the proper marketing strategies and plans to meet these objectives.

The marketing mix is a template for the development and execution of
various marketing initiatives. It places an emphasis on the blending of different
aspects in such a way that the aims of the business as well as those of the
consumer are met. Price, location, product, and promotion are the four
components that make up the marketing mix. These are frequently referred to as
the "four Ps." The marketing mix aspects are the marketing strategies. When
combining the various aspects of the mix, marketers need to keep their target
audience in mind. They first have to have an understanding of the wants and
needs of the market client, and then they have to employ these mix factors in the

construction and formulation of proper marketing strategies and plans that would
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satisfy these wants. These four P's are the parameters that the marketing manager
can influence, however they are subject to the internal and external constraints
of the environment in which marketing occurs. In order to make decisions that
will result in perceived value for customers in the target market and a favorable
response from those customers, the four Ps must be centered on the customers in

the target market.

According to Kotler and Armstrong (2001), the Marketing Mix is a
collection of tactical marketing tools, all of which may be managed by the
organization. One of the tools' purposes is to determine the reaction a company's
business needs from its target market.

According to Kotler's theory, there are seven components that make up the
marketing mix. These components are as follows: the product, the price, the
place, the promotion, the people, and the process.

Given that consumers are the main source of profit for the majority of
market players, the idea of customer happiness has attracted the attention of

practitioners and academics over the past several years (Tam, 2004).

"Customer satisfaction is an outcome of purchase and use arising from the
purchasers' analysis of the benefits and expenses of the purchase in proportion
to the anticipated results,” claim Churchill and Surprenant (1982). Additionally,
it is described in terms of an emotional condition that ordinarily results from
appraising a specific service (Westbrook, 1981). In contrast to the later concept,
which views satisfaction as an emotional state that arises during the evaluation
process, the former concept emphasizes that customer satisfaction is determined
through a cognitive process by comparing what customers forgo in order to
receive a service (cost) and what they receive in return (reward) (Tam, 2004).
According to this theory, "customer satisfaction is described as an emotional
response that emerges from a cognitive process of weighing the service received

against the expenses of acquiring the service" (Woodruff et al. 1991).

Customer satisfaction makes it easier to gauge how well a company's
services and goods live up to expectations. In terms of business, it is a critical

performance indicator. The level of customer satisfaction is typically measured
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by service companies using several measures like the Likert scale, which is
primarily based on the service interaction experienced on a client's most recent
visit (Peterson and Wilson, 1992).

In today's cutthroat market, quality and customer happiness are both
widely acknowledged as playing a critical part in success and survival. There is
a lot of data in the literature to support the relationship between a company's
performance and consumers' claimed levels of satisfaction (Anderson et al.,
1994; Bolton, 1998). As a result, it is asserted that all businesses should have

customer happiness as their top priority (Morgan et al., 2005; Mittal et al., 1999).

According to empirical evidence, customer satisfaction lowers the
likelihood of churn and/or is positively related to retention (Anderson and
Sullivan, 1993), repurchase intention (Mittal, Kumar and Tsiros, 1999), and
loyalty (Oliver, 2009). However, Boshoff and Gray (2004) noted that customer
satisfaction is not a given with regard to the provision of a product or service.
However, consumer perception of the characteristics of the service or product
that connect to the particular person is where satisfaction is mostly found.
Because of this, many consumers will report varying degrees of satisfaction with

the same service interaction or experience (et al., 2007).

The level of satisfaction that a customer feel is subjective. There is also the
issue of degree to consider. Meeting the requirements of the consumer is the
most important part of providing great products and services. Customer
satisfaction is a measurement of the degree to which a company's goods and
services meet or exceed the expectations of its customers. It is a phrase used in the
business world. Within the realm of business, it is regarded as one of the most
important performance indicators, and it is one of the four viewpoints that make
up a balanced scorecard. In a marketplace that is highly competitive and in which
businesses contend with one another for customers, customer happiness is
considered as a significant differentiator and has become an increasingly
important component of company strategy. Understanding the consumer,
creating value for the customer, conveying the value to the target market, and
simplifying the purchasing process for the customer are recognized as the four

essential processes necessary for successful marketing.
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2.2.1 Product and Customer Satisfaction

Sureshchandar et al. (2001), using the SERVQUAL model as their
foundation, proposed that customer perceptions of service quality in the banking
sector should be comprised of product innovativeness and value-added services.
This was suggested as a way to improve customer perceptions of service quality.
The basic components of this category are several types of accounts, including
savings accounts, checking accounts, fixed deposits, and investment choices
(Kushwaha, & Agrawal, 2015). As a result, it is essential that, when building a
product that provides a service, the benefits that are included in the service should

be thought of from the point of view of the consumer (Cowell, 1988).

Product refers to the service being sold to the consumer, or the source of
revenue. It's important to give considerable thought to the design and features of
this thing. Whenever a bank considers releasing a new product, it must first

ascertain what aspects of that product would appeal to its intended audience.

Product refers to the service or product offered by a business, and in mobile
banking, it encompasses the functionality, security, and user experience of
mobile applications. In the context of Cambodia, where mobile banking has
rapidly expanded due to the rise in smartphone penetration, the product's features

directly influence customer satisfaction.

Khun (2019) found that the quality and security of mobile banking apps
like ABA Bank and Wing were the most significant determinants of customer
satisfaction. The study highlighted that the perceived usefulness and ease of use

are crucial for driving customer loyalty.

There is a tension between the importance of product quality and user
education. Vatanasakdakul and D’Ambra (2018) argued that in Southeast Asia,
including Cambodia, product quality (ease of use, security, and speed) outweighs
promotional efforts. Conversely, Sovan et al. (2020) stressed that educating
customers on product features through effective promotion also plays a vital role,

especially for first-time mobile banking users in rural areas.
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2.2.2. Price and Customer Satisfaction

According to the findings of a large number of marketing researchers,
pricing is the key factor in determining a range of customer-related characteristics
including attraction, satisfaction, retention, and loyalty (Singh & Arora, 2011).
Customers have the misconception that pricing represents a large portion of the
charges that they are required to incur in order to obtain the desired advantages
(Rahman et al., 2019). Customers have access to a wide variety of options on the
market and can easily switch from one service provider to another that offers
comparable or superior products or services at a more affordable cost (Kushwaha,
& Agrawal, 2015).

Customers are being enticed to the bank by offering prices below
competitors. The value of a thing is set by the price at which it sells. Features of
the products or services and the purchasing power of the target market determine
how much those markets are willing to pay.

The Price component includes transaction fees, service charges, and any
hidden costs associated with mobile banking. Given Cambodia’s low-income

population, price sensitivity plays a critical role in shaping customer satisfaction.

Samnang and Pin (2021) observed that transparent pricing models and low
transaction fees are highly valued by Cambodian consumers. Their study found
that customers, particularly in rural areas, were more satisfied with mobile
banking services that had low or no transaction fees, such as those offered by
Wing.

Some scholars, like Pham (2019), argue that price is a less significant
factor in comparison to service quality, as customers may tolerate higher fees if
they perceive the service as reliable and secure. On the other hand, Shrestha
(2020) noted that in emerging markets like Cambodia, price remains a key
determinant, as higher fees could deter customers from using mobile banking

services frequently.

2.2.3. Promotion and Customer Satisfaction

It is a representation of the communication that marketeers use to entice

19



customers in the competitive marketplace (Pasupuleti & Adusumalli, 2018).
According to Lovelock, customer behavioral intentions like as satisfaction,
loyalty, and retention are all influenced by marketing communication (1996).
Finally, in order to convince customers to do business with a particular
organization, each of the tactics and strategies included in the promotional mix

must be put into action.

Advertising is the process of getting the word out about a product or
service so that more people will be interested in buying it. Not all promotions are

advertisements, but all advertisements are forms of promotion.

Promotion involves the strategies used to communicate the benefits of
mobile banking services to customers. In Cambodia, promotion has largely

focused on educational campaigns and advertising to increase adoption rates.

Heng and Ratana (2020) highlighted those promotional efforts, especially
partnerships with mobile operators and incentives like free transactions for first-
time users, have successfully boosted customer satisfaction by increasing

awareness and trust in mobile banking services.

There is an ongoing debate about the long-term effectiveness of
promotion. Vatanasakdakul and D’ Ambra (2018) noted that while promotion is
crucial in the early stages of adoption, its impact wanes as customers become
more familiar with mobile banking. Conversely, Shrestha (2020) argued that
continuous promotion, especially in educating customers about advanced

features, is essential for maintaining satisfaction and loyalty.

2.2.4. Place and Customer Satisfaction

It is not possible to sell services independently from the point of purchase;
rather, services must be generated and sold at the same time (Borden, 1964;
Pasupuleti, 2015). Customers in the banking industry have access to a wide
number of service delivery channels, including the bank's physical location,
opening hours, the distance to travel to a bank, the availability of parking spots,
and the accessibility of ATMs (Manrai and Manrai, 2007). According to Singh
and Arora (2011), the vast number of branches and ATMs spread over a wide

variety of geographic locations makes the bank more accessible to its customers.
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The place of production has an impact on both the ease of doing business
and the quality of the final product. Each of these processes needs to happen in
the appropriate spot to make sure the product arrives safely and on time.

Place in the context of mobile banking refers to the accessibility and
convenience of services, particularly how easy it is for customers to use mobile

banking apps and access their accounts from anywhere.,

Phann (2019) emphasized that mobile banking services in Cambodia have
filled a critical gap in rural and underserved areas where traditional banks are
scarce. The study highlighted that the ability to conduct banking transactions

from remote locations has significantly improved customer satisfaction.

The accessibility of mobile banking has often been lauded, but some
researchers like Sann (2019) argue that despite accessibility, the digital divide in
Cambodia still exists. A lack of digital literacy and smartphones in some rural
areas limits the potential reach of mobile banking services. This raises a debate
on whether increased accessibility truly translates into satisfaction for all

customer segments.

2.2.5. People and Customer Satisfaction

In 1987, Judd presented the concept of the "P" which stands for "People."
He went so far as to propose that, just like the other 4Ps, people power should be
established, institutionalized, and managed as a separate component of the
marketing mix in service. He even went so far as to say this. Service delivery has
the potential to be a significant differentiating factor and a source of competitive
advantages. As a result of the fact that personal attention, interpersonal concern,
willingness to assist, civility, and promptness are more likely to improve
customer—employee relationships (Bustinza et. al., 2015). Thus, based on the
above reviews, we could withdraw the meaning that the higher levels of client
satisfaction should be expected the more relevant and accommodating your staff

is to their demands.

To get an edge in the marketplace, businesses must not only provide
quality services, but also attract and retain the best possible employees.

Customers form opinions about the bank's service quality depending on the
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people they interact with. This is due to the fact that humans are one of the few

parts of the business that clients can directly observe and engage with.

The People element in the marketing mix refers to the individuals involved
in delivering the service, including customer service staff, management, and
even the customers themselves. In mobile banking, "people™ could also refer to
the quality of customer support provided through call centers, branches, and

online channels.

Sann (2019) explored the importance of human interaction in mobile
banking, noting that even though the service is largely digital, the quality of
customer service remains crucial for resolving issues like technical problems or
security concerns. The study found that customer satisfaction is significantly

influenced by the competence and responsiveness of support staff.

Khun (2019) similarly emphasized the role of employees in mobile
banking. The study highlighted that mobile banking users in Cambodia
appreciate prompt responses and clear communication when they face issues,

which enhances their overall satisfaction with the service.

There is a debate over the relative importance of human interaction in a
largely automated service. Pham (2019) argued that as mobile banking becomes
more automated and user-friendly, the role of "People” diminishes. However,
Samnang and Pin (2021) countered that human interaction is still crucial for
building trust in digital services, especially for older and less tech-savvy

customers in Cambodia.

2.2.6. Physical Evidence and Customer Satisfaction

Due to the intangibility of service, customers look to the service
environment as a crucial indicator of experiential components at service delivery
locations (Shanker, 2002; Pasupuleti, 2017). Because it has such a direct bearing
on the customers' perspectives, service providers need to handle physical

evidence with extreme caution (Kranias & Bourlessa, 2013).

Where the service is actually being provided is the physical evidence. This
is of particular importance to non-bank retail establishments. This facet of

marketing will set a bank apart from its rivals. It is possible to demand a higher
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payment for a service and prove the quality of the experience by providing
tangible proof of it. When entering a financial institution, for instance, you
anticipate a spotless and welcoming atmosphere. Customers won't wait around

for their service if they have to worry about the clinic's cleanliness and odor.

Physical Evidence refers to the tangible aspects that help consumers
evaluate the service quality. In mobile banking, this includes the user interface
of the mobile app, the branding, physical branches, ATMs, and even marketing

materials.

Khun (2019) found that the design, usability, and interface of mobile
banking apps (such as ABA and Wing) serve as critical components of physical
evidence. Users often judge the reliability of mobile banking services based on
how professional and secure the apps appear. This visual and experiential aspect

of the service significantly impacts customer satisfaction.

Phann (2019) also highlighted the importance of ATM networks and
physical bank branches, especially for first-time users who may not fully trust
mobile-only banking solutions. The availability of ATMs and branches provides

reassurance, serving as physical evidence that the service is reliable and secure.

While Shrestha (2020) argued that mobile banking services are
increasingly becoming digital-only, reducing the need for physical evidence,
Heng and Ratana (2020) pointed out that in Cambodia, physical elements such
as ATM locations and visible branding remain important for customers,
especially those who are new to digital banking services.

2.3. Synthesis in the Literature

Product vs. Promotion: The debate between the significance of product
quality versus promotional efforts is central to understanding customer
satisfaction. Khun (2019) and Vatanasakdakul and D’ Ambra (2018) suggest that
product quality (ease of use, security, functionality) is more critical, especially
for retaining customers after the initial adoption phase. However, Sovan et al.
(2020) and Heng and Ratana (2020) argue that promotion, particularly in
educating less tech-savvy customers, is equally important in the Cambodian

context.

Price Sensitivity: Another area of debate is the importance of pricing
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strategies. While some studies (e.g., Pham, 2019) downplay the role of price in
customer satisfaction, others like Samnang and Pin (2021) and Shrestha (2020)
emphasize that in a price-sensitive market like Cambodia, low fees are crucial

for attracting and retaining customers.

Place (Accessibility): The debate on the impact of accessibility also arises
in the literature. While Phann (2019) asserts that improved accessibility
significantly enhances customer satisfaction, Sann (2019) counters that the
digital divide still limits the full potential of mobile banking in some Cambodian
communities. This suggests that while mobile banking has improved
accessibility, there is still a need to address gaps in digital literacy and

technology availability.

People: A key debate revolves around the decreasing role of human
interaction as mobile banking systems become more advanced and automated.
While some studies, such as Pham (2019), downplay the importance of human
support, others like Samnang and Pin (2021) argue that the human element
remains vital in Cambodia, particularly for trust-building and addressing

concerns of older or less tech-savvy users.

The literature highlights that while mobile banking is largely automated,
customer service quality still plays a key role in influencing customer
satisfaction. Studies like those of Sann (2019) and Khun (2019) show that
effective customer service, particularly in resolving technical issues and
ensuring security, is essential. However, the growing sophistication of mobile
banking apps suggests that reliance on human interaction may decrease over
time, though Samnang and Pin (2021) suggest that trust-building through human

interactions remains important in emerging markets like Cambodia.

Physical Evidence: Another significant debate is the extent to which
Physical Evidence is still relevant in an increasingly digital banking world.
While Shrestha (2020) argues that the digital interface is now the primary form
of physical evidence, Phann (2019) contends that the presence of physical
infrastructure, such as ATMs and branches, still plays an important role in
customer satisfaction, especially in markets like Cambodia where trust in digital
banking is still being built.
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The visual and tangible aspects of mobile banking, such as the user
interface, branding, and the availability of physical ATMs or branches, continue
to shape customer perceptions of the service. Khun (2019) and Phann (2019)
emphasize that well-designed apps with intuitive interfaces, coupled with the
presence of ATMs, offer reassurance to users. In Cambodia, these tangible
elements are particularly crucial given that digital banking is still a relatively

new concept for many users.

Overall, the literature agrees that the marketing mix has a significant
impact on customer satisfaction in mobile banking, but the importance of each
component varies depending on the customer segment. In Cambodia: Product
quality (usability, security, and functionality) is universally regarded as the most
critical factor. Price remains important, particularly in rural and low-income
segments where affordability is a key concern. Place or accessibility is crucial,
though its effectiveness depends on addressing the digital divide. Promotion is
important for driving initial adoption, but its long-term impact on satisfaction is
debated.

In Cambodia, both People and Physical Evidence continue to play
important roles in determining customer satisfaction in mobile banking, but their
relevance may shift as the market matures: People: Customer service remains
crucial, particularly for first-time users or those encountering technical issues.
As mobile banking becomes more established, the need for human interaction
may decrease, but it will still be important for trust-building. Physical Evidence:
The design and usability of mobile banking apps are critical in influencing
customer perceptions of the service's reliability and security. However, in
Cambodia, the presence of ATMs and bank branches still provides reassurance

for users transitioning from traditional banking to mobile services.

2.4. Discuss and Gaps of Literature review

While the literature surrounding the impact of the marketing mix on
customer satisfaction in mobile banking is extensive, specific gaps exist in
applying the 7Ps model to the case of ACLEDA Bank's mobile banking service
in Cambodia. This section explores these gaps based on the existing literature,
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highlighting areas that require further investigation to enhance understanding.
1. Product (Service Offering)

Most research on mobile banking in Cambodia focuses on the general
features and security of mobile banking applications but lacks a specific analysis
of ACLEDA's mobile banking product. Studies such as Khun (2019) and Sovan
et al. (2020) discuss mobile banking services like Wing and ABA but do not
provide a detailed comparison of the product features of ACLEDA's mobile
banking app in relation to customer satisfaction. However, there is limited
research evaluating how ACLEDA’s specific mobile banking services (e.g.,
unique functionalities, app usability) impact customer satisfaction compared to

other mobile banking services in Cambodia.
2. Price

Studies addressing price sensitivity in mobile banking, such as Samnang
and Pin (2021), primarily focus on transaction fees and service costs for
Cambodian consumers in general. However, the pricing strategies of ACLEDA
Bank's mobile banking services have not been thoroughly explored. Though, the
literature lacks specific insights into how ACLEDA’s pricing structure for its
mobile banking services affects customer satisfaction, particularly in
comparison to competitors like ABA Bank or Wing, which offer lower fees or

special promotions.
3. Place (Accessibility)

The accessibility of mobile banking services in Cambodia is often studied
in general terms, emphasizing rural and urban disparities in mobile banking
adoption (Phann, 2019). However, there is little focus on the specific role
ACLEDA plays in improving accessibility through its extensive network of
branches and ATMs. However, the research does not sufficiently explore how
ACLEDA’s wide branch and ATM network interacts with its mobile banking
services to influence customer satisfaction, particularly in rural areas where

physical infrastructure is more critical.
4. Promotion

Promotional strategies for mobile banking services are generally covered
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in studies like Heng and Ratana (2020), which highlight the use of partnerships
and incentives in increasing customer adoption. However, few studies have
examined ACLEDA’s promotional activities in detail, particularly in
comparison to its competitors. Even though, there is a lack of research analyzing
how ACLEDA’s marketing and promotional efforts, including advertisements,
campaigns, and partnerships, impact customer satisfaction specifically within
the context of mobile banking.

5. People

Research such as Sann (2019) emphasizes the importance of human
interaction in mobile banking, especially through customer support. However,
specific studies on how ACLEDA Bank’s staff training, customer service
quality, and responsiveness influence customer satisfaction with its mobile
banking service are lacking. However, there is limited analysis of the role that
ACLEDA Bank’s employees play in improving customer satisfaction with
mobile banking, particularly regarding their support in helping users navigate

the mobile app and solve issues.
6. Process

The Process element of the marketing mix involves the procedures and
mechanisms through which services are delivered. Existing research, such as
Vatanasakdakul and D’ Ambra (2018), focuses on the automation and efficiency
of mobile banking processes in Cambodia. However, there is a lack of research
specific to ACLEDA’s mobile banking process design (e.g., transaction speed,
registration process, issue resolution, and account management). Though, the
literature does not provide enough detail on how ACLEDA Bank's specific
mobile banking processes, such as onboarding, transaction completion, and

problem-solving, affect customer satisfaction compared to other banks.
7. Physical Evidence

The Physical Evidence component focuses on the tangibles that impact
customer perceptions, such as app design, branding, and physical locations like
ATMs and branches. While studies like Shrestha (2020) and Phann (2019)
address physical evidence in general terms, the specific visual and branding cues

that ACLEDA uses to influence its customers’ perceptions of the mobile banking

27



app have not been thoroughly examined. Even though, the research is lacking on
how ACLEDA’s mobile banking app design, branding, and integration with
physical infrastructure (ATMs and branches) contribute to customer satisfaction,

particularly in comparison to other banks in Cambodia.
8. Technology Adoption and Customer Segmentation

Most studies, such as Sovan et al. (2020), look at customer satisfaction in
mobile banking without deeply examining how different demographic groups
(e.g., age, income, digital literacy) respond to ACLEDA’s mobile banking
services. However, there is insufficient research on the segmentation of
ACLEDA'’s customer base and how specific demographics (e.g., rural vs. urban
customers, tech-savvy vs. traditional customers) experience mobile banking

differently in terms of satisfaction.
9. Cultural Factors and Trust

Cultural factors that affect trust in mobile banking in Cambodia are rarely
examined. Khun (2019) and Samnang and Pin (2021) have highlighted the
importance of trust in mobile banking, but specific insights into how ACLEDA
builds or maintains customer trust through the marketing mix are limited.
Though, more research is needed to explore how ACLEDA’s mobile banking
services address cultural trust issues that may influence customer satisfaction,
particularly in the context of Cambodia’s banking culture.

10. Longitudinal and Comparative Studies

Existing studies often provide cross-sectional analyses, examining
customer satisfaction at a single point in time. There is a lack of longitudinal
studies that track how customer satisfaction with ACLEDA’s mobile banking
evolves over time, especially as new features or competitors emerge. However,
the literature lacks long-term studies that analyze changes in customer
satisfaction with ACLEDA’s mobile banking service and compare it with the
evolving strategies of competitors like ABA Bank and Wing.

Conclusion

While existing literature offers valuable insights into mobile banking in

Cambodia, significant gaps remain regarding ACLEDA Bank's specific
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approach to the 7Ps marketing mix and its impact on customer satisfaction.
Addressing these gaps through targeted research would provide a deeper
understanding of how ACLEDA’s strategies compare to those of other players

in the Cambodian mobile banking sector.

2.5. Methodology Review

It's common knowledge that the marketing mix is a central tenet of the
field. Recent years have seen a rise in the success of McCarthy's (1964) 4Ps
(product, pricing, place, and promotion) as a popularized version of this idea. It
has been proposed that a different marketing mix be used in various situations.
The field of service marketing has offered the most cogent criticism of the 4Ps
framework (Waterschoot and Bulte, 1992; Mindak and Fine, 1981; Kotler, 1986).
Widespread acceptance can be seen in the service marketing literature for Boom
and Bitner's (1981) extension of the 4Ps paradigm to include process, physical
evidence, and participant. Recently, the marketing mix has been described as the
set of variables a firm can coordinate to meet the needs of its target market
(McCarthy and Perreault, 1987). This concept (with some minor modifications)
is widely recognized, as seen by Kotler and Armstrong's definition of the
marketing mix as "the set of controllable marketing factors that the firm blends
to elicit the response it desires in the target market™" (1989, p. 45).

McCarthy's simplification of Borden's 12 factors into the now-standard
4Ps— product, pricing, promotion, and place—has proven to be the most widely
adopted and long-lasting marketing mix framework (McCarthy, 1964, p.38). A
variety of factors go into making up each of these classes; hence, we have terms
like "product mix," "marketing mix," and so on. Advertising, personal selling,
sales promotion, and publicity are all classified as promotion according to Kotler
and Armstrong (1989). There has been so much success with the 4Ps formulation
that some introductory textbook writers have begun using it as a synonym for
the marketing mix (Pride and Ferrell, 1989, p. 19; and Stanton et 1991, p. 13).
While McCarthy's 4Ps model is widely used, there is no agreement on which
factors make up the marketing mix. The 4Ps model, in particular, has received

considerable backlash from industry experts. According to Kent (1986), the 4Ps
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structure is oversimplified and can mislead businesses. The 4Ps framework has
been discovered by a wide range of authors, each of whom has proposed slight
variations. When considering the five P's, Mindak and Fine (1981) proposed
public relations. In the context of "mega marketing,” Kotler advocated for the
incorporation of Power in addition to public relations (1986). When it comes to
relationship marketing, Payne and Ballantyne (1991) suggested incorporating
human resources, operational procedures, and support for existing customers
while Judd (1987) proposed human factors as a differentiator in industrial

marketing.

The most often used alternative paradigm is the 6Ps combination proposed
by Booms and Bitner. This framework argues that the standard 4Ps need to be
extended to include participants, physical evidence, and process, in addition to
being adapted for service. According to the Booms and Bitner paradigm (1981),

all human actors involved in providing a service are considered participants.

However, this study only focuses only 6Ps of the service marketing mix
which contains products/services, price, promotion, place, people, and physical

evidence.

Product is the term used to define what a company is selling, and it contains
all of the benefits, features, and advantages that consumers can have from
making use of the product (Jones & Morgan, 2014). When creating a new good
or service, companies have a responsibility to take into account the
requirements and preferences of customers, as well as the means by which those
requirements and preferences might be met (Tellis, 2013). If a product is able to
strike a good balance between what customers are seeking for and what the
product gives, then it will likely lead to high levels of customer satisfaction. In
most cases, the preferences of clients shift far too frequently (Wilson & Gilligan,
2012). As a result, it is essential for businesses to remain current with the most
recent trends about the requirements of their customers and the dynamics of the

industry. The gathering of market intelligence is one way to accomplish this goal.

Khun (2019) studied on quantitative survey method. The study employed a
structured questionnaire distributed to mobile banking users across Cambodia,

including ACLEDA Bank’s customers. The study used a non-probability sampling
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technique, specifically convenience sampling, to collect data from 400 respondents.

The study measured the 7Ps of the marketing mix (Product, Price, Place, Promotion,
People, Process, Physical Evidence) and customer satisfaction using a 5-point Likert
scale. The descriptive statistics were used to provide an overview, while multiple
regression analysis was applied to determine the impact of each element of the 7Ps
on customer satisfaction. While effective in gathering a large volume of data, the
study’s reliance on convenience sampling limits the generalizability of its findings.
Additionally, it did not delve into qualitative aspects, such as user experience and

customer perceptions of specific elements (e.g., app usability, staff interaction).

Sovan, Kim, and Roeun (2020) investigated that Cross-sectional quantitative
survey, the data was collected from 500 mobile banking users, including ACLEDA
customers, using a structured online questionnaire. The study utilized stratified
random sampling to ensure representation from different regions (urban and rural
areas) of Cambodia. Each element of the 7Ps was measured using a Likert scale,
while customer satisfaction was assessed using Net Promoter Score (NPS). A
structural equation modeling (SEM) approach was used to examine the relationships
between marketing mix elements and customer satisfaction. While stratified random
sampling improves generalizability, this study focused heavily on quantitative data
and failed to explore qualitative dimensions, such as the emotional or psychological
factors affecting satisfaction with ACLEDA’s mobile banking.

Mansour and Hashemi (2018) found through the quantitative survey method.
A structured questionnaire distributed to mobile banking users to gather information
on how the 7Ps (Product, Price, Place, Promotion, People, Process, and Physical
Evidence) influence customer satisfaction. the study was chosen the convenience
sampling of 500 mobile banking users with a 5-point Likert scale was used to
measure responses on the 7Ps and customer satisfaction by using Multiple
regression analysis was applied to evaluate the relationships between the 7Ps and
customer satisfaction. The study was critic that the convenience sampling method
may lead to bias, limiting the generalizability of the results. This approach provides
valuable statistical data but lacks deep insights into customer experiences and
perceptions of the service.
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2.6. Conceptual Framework

This study relies in part on marketing mix theories and concepts on four
theoretical frameworks as articulated in first study, entitled “The extent of
application of the marketing mix variables by commercial banks in Kenya” by
NICHOLAS MUTINDA MUASYA (2005). The second study, called “The
Effects of Service Marketing Mix (6Ps) on Customer Satisfaction and Customer
Loyalty of Medical Aesthetic Clinics” by Phusist Khumnualthong, University of
the Thai Chamber of Commerce (2015). For the third case, it is about “The
Impact of Marketing Mix on Customer Satisfaction: A Case Study Deriving
Consensus Rankings from Benchmarking” by Amy Poh Ai Ling (2007). Last
one, so called “6Ps marketing mix and retail bank customer satisfaction in

northeast Nigeria” by Haruna Isa Mohammad (2015).

The conceptual framework in this study articulates the relationship
between all the determinants, which include all the value factors as expressed in
terms of the Product/Service, Price, Promotion, Place, People/Personnel, and
Physical Evidence, and Customer Satisfaction.

After conducting a review of the relevant prior research, the purpose of the
current investigation was to determine the efficacy of the 6Ps of Marketing Mix
Strategy on Customer Satisfaction at the ACLEDA mobile ToanChet. In this
investigation, the Product/Service, Price, Promotion, Place, People/Personnel,
and Physical Evidence were treated as independent variables, and Customer
Satisfaction at the ACLEDA mobile ToanChet was used as the dependent

variable.
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Figure 2-1: Conceptual Framework

2.7. Conclusion

The literature review reveals that the service marketing mix by 6Ps
(Product/Service, Price, Promotion, Place, People/Personnel, and Physical
Evidence and Process) significantly affects customer satisfaction. However,
there are significant gaps in understanding ACLEDA Bank's approach to the 7Ps
marketing mix and its impact on customer satisfaction. This research paper aims
to address these gaps through targeted research to better understand ACLEDA's
strategies compared to other players in the Cambodian mobile banking sector.
Researchers have used various methodologies to study the impact of the
marketing mix on customer satisfaction in mobile banking, including
quantitative approaches like surveys and regression analysis, and qualitative
methods like interviews and focus groups. Future studies should incorporate
longitudinal designs, segmentation, and user experience research to enhance the

understanding of the marketing mix's impact on customer satisfaction.
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CHAPTER Ill1: RESEARCH METHODOLOGY

This chapter's purpose is to describe the methods employed in the current
investigation. The chapter is divided into five sections for this reason. The first
section of the paper describes the sort of analysis that was done, and the second,
third, and fourth sections—Sample size and Sampling—present the different
kinds of data sources and statistical methods. The five sections of this chapter
provide instructions on how to collect data. The study's coverage and the data
analysis process are then followed, respectively. A last observation is made at
the conclusion of this chapter. The development of the study's hypotheses and
its research technique are presented in this chapter. The study's location,
population, sample size, questionnaire design, and data analysis techniques are

all part of the research methodology.

Within the purview of the research's hypothesis, the relationship between
these elements would be interpreted as follows:

Given the small size of the research population, a thorough census was
included of the study. This chapter presents the population size, the respondents
who were specifically targeted, the method of data collecting, and the results of

the study, which was designed as a survey.

At the end of this chapter, a concluding remark is given.

3.1. Type of Analysis

This study made use of other recorded observation data as well as a second
source library. First, a review of the literature on the 6Ps of service marketing,
customer satisfaction, and SPSS was conducted. Questionnaires were
utilized to obtain information from ACLEDA clients after the criteria had been
extracted. Finally, SPSS analysis was used to validate the framework and
hypotheses. The conclusion and discussion sections both included discussions of
the outcomes. In a similar vein, McBurney (1994) describes a survey as an
examination of public opinion or personal traits through the use of questionnaires
and sampling techniques.
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3.2. Sampling Design and Technique

In this study, the data collected from 2,850,000 customers who are using
ACLEDA Bank Plc services (ACLEDA Bank Plc, 2023). For the situation of
population (N), the amount of exact number was given; in the case the Yamane,
(1967) formula for determining the representative sample size is provided by
Formula: n =\frac{N}{{1 + N\left(e\right)}"2}

Where n = Sample size, N = Population and e = Margin error.

There are 2,850,000 used ACLEDA mobile in the countries; e = 0.054
(Margin error 5.4%). Thus, the calculate formula:

n =\frac{2,850,000}{{1 + 2,850,000\left(0.054\right)}"2}
= 342.89\approx343

Based on the result of calculate, the present study needs to collect feedback
via questionnaires representing 2,850,000 population (ACLEDA Mobile usage)
with margin of error 5.4% . Further, the present study selected the items for
sample size by using simple random sampling and stratified sampling of its strata

such as businessmen, students, civil servant, NGOs , housewife and so on.

3.3. Sources of Data

The empirical research allows the strategy on practical data collection in
form of observation activity. The population for data collection can be defined as
“aggregate of all the elements that share some common set of characteristics and
that comprise the universe for the purpose of the research problem (Malhotra,
N.K. & Birks, D, 2006). The taking sample is the process of using the
questionnaire form obtained from the subgroup of the population selected for
participation in the study. The target population in this study is people who used
ACLEDA banking products and services, it is mean that we will try to obtain the
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data from a person who ever used ACLEDA banking products and services.

We used convenience sampling as our selection method. Convenience
sampling means that you choose only those respondents that are able to
participate in the survey, after being asked (Christensen, Andersson, Carlsson &
Haglund, 2001). Usually this involves choosing those cases which are easiest to
obtain for your sample. The selection process continues until the required sample
size is reached (Saunders et al., 2007). In our case, those respondents that agreed
to answer the questionnaire were selected. The current study tried to ask people
that did not seem to be in a hurry, since it is probably easier to get them to
participate. To get a variety of respondents we tried to ask, people in various
ages from 18 years and up, as well as an equal 200 number of men and women.
We chose to ask respondents using ACLEDA mobile Toan Chet over 200

customers.

The sample obtained is a non-representative one, which means that it is not
possible to extrapolate the findings obtained in the sample to the universe with
confidence, as the fact that it is not guarantee that this sample will be
representative of the whole population. The target sample size considered the
standard number of cases needed to perform all the tests and statistical techniques
required to validate hypothesis, so it had into account the Law of big numbers (a
minimum of 30 individuals to ensure the approaching of the normal distribution).
It also takes into account the rule of theme (Hill, 2008). This rule has the
objective of estimating the minimum size of the sample in order to make it
possible to apply the statistical analysis adequate to the data. In order to do so, the
test that needs the biggest minimum number of individuals was considered:
ANOVA factorial with two independent variables (r x k levels of two
independent variables). It was established a target of 200 individuals as the initial
size of the sample target. final results do not allow to extrapolate with confidence
to the universe. However, it allows measuring perception of the respondent and
draw valid considerations in order to meet the objectives of the study and
conclude about the acceptation or not of the hypothesis in order to answer
research objectives.
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Table 3-1: the data collection source

Location Number of Percentage
people
ACLEDA Bank in 343 100.00%
Cambodia

3.4. Statistical Tool

In the research study on 6Ps of service marketing mix effect customer
satisfaction at ACLEDA Bank Plc, we found and focus on the seven independent
variables “Product/Service, Price, Promotion, Place, People/Personnel, and
Physical Evidence” which affect the dependent variable “Customer satisfaction”.
Therefore, we use the multiple regression method to analyze by using SPSS
software version 27. Moreover, the analysis of reliability from the respondent's
responses was the first practice. After that, the mean test and assumption test
were conducted. The last is multiple regression was placed which focuses on the
Correlation test, ANOVA test, and coefficient test.

e Multiple regression

Y =a+ p1X1+ B2X2 + B3X3 + faX4s + BsXs5 + BeX6 + €

Where: Y : Consumer Satisfaction
X1 : Product/Service
X2 : Price
X3 : Promotion
X4 . Place
X5 . People/Personnel
X6 . Physical Evidence

B1, B2, B3, B4, p5, p6 P7 are the regression coefficient of the independent

variable
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a: Intercept term
e: Error term

o Weight Arithmetic Mean

= fix1+ foxa +---+ frx or 2 fx

f1+f2++fk >f

X Weighted Arithmetic Mean

> fx: Sum of all the products of f and x, where f is the frequency of each option

and x is the weight of each option

> f: Sum of all subjects
e Analysisprocedure

After we achieved the data required for this case study, the next is the
analysis procedure. The data was exported from Microsoft form as the excel
extension after that we import it to SPSS software and recode into the same
variables or recode into different variables through the types of the data or
method of analysis. the analysis of the data was made based on the hypothesis
built at the designed model. It was used parametric and non- parametric tests. It
was verified in some cases if there were correlations between the variables and
compared some means. Several tests were used in order to validate the research
hypotheses that were presented in the previous chapter: descriptive statistics,
frequencies, inductive statistics (Independent sample, correlations, and
regression), and tests to validate assumptions (like homogeneity of variances).
In scale variables, where it was needed the use a construct the reliability test to
verify the internal consistency between the variables. The following flow chart

is show about the steps of the data analysis procedure.
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3.5. Procedure of Data Collection

3.5.1. The Research Instrument

The research instruments for this dissertation which used to build the
survey on the different types of variables and different types of scale was used
some normal scale like: general information of the respondents/participants such
as sex, age, level of education, occupation. After that, it is about the products
and services that the respondents/participants are using with ACLEDA Bank Plc
likes Loan (Business, Personal, Housing, Car, Discount Loan, ....), Deposit
(Saving, Payroll, Local and International Payment/Transfer, Fixed Deposit, ...),
Bank Guarantee and Letter of Credit, Digital Banking (Mobile Banking, SMS
Banking, Internet Banking, Register Account Online, KHQR Payment, Debit or
Credit Card, POS Machine). Finally, it is covered on Product/Service, Price,
Promotion, Place, People/Personnel, and Physical Evidence. Mostly, of the
questionnaire instruments were used the rating scale on the non- comparative
with itemized scoring, in other words there were 5 categories Likert scale
(1=Strongly disagree, 2= Disagree, 3=Somewhat agree, 4=Agree, 5=Strongly
agree), due to the fact that those are adequate to measure behavior and opinions,
which mean appropriate regarding the research objectives (Malhotra, N.K. &
Birks, D, 2006).

3.5.2. Data Gathering Procedure

As it was mentioned previously the quantitative observation technique
chosen, was a survey, which according to (Malhotra, N.K. & Birks, D, 2006) is
based upon the use of structured questionnaires given to a sample of population.
The questionnaire applied in this study is in the Appendix. This questionnaire
was written in Khmer language, as it would be applied to Cambodian population
using ACLEDA mobile ToanChet. At the beginning of the questionnaire,
respondents were informed about the objectives of the study as well as about the
anonymity of the answers. When designing questionnaire, we had to be
conscious of consumer, about how the 6Ps of service marketing mix effect on
customer satisfaction. The sequence of questions was random, it aimed at taking

the respondent through a journey in customers’ mind. In the first part, respondent
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had to answer to profile questions in order to know about the background of
customers. Secondly, it is about the main products and services that the ACLEDA
Bank Plc customers are using. So, we would like to know that what products
and services that are mostly attract the customers. Finally, the questions are
directly asking the customers to respond to IV and DV in order to obtain good
answer. The survey had 35 questions as Likert scale were distributed as six main
variable and 35 sub-dimensions, there were also some tick or circle box questions,

where respondents, could choose only one or two answers.

3.5.3. Data Processing Method

Data processing is used to minimize accumulated data to usable quantities,
to create summaries, to search for correlations by applying statistical techniques
(Cooper & Schindler, 2011). The collected data was encoded and processed in
the software system for analysis using Statistical Package for Social Scientists
(SPSS) version 26 by IBM. The material, including frequency table, graph and
chart, was then provided in a simple and informative manner for easier analysis
and evaluation. The linear regression was used to examine the proportion and
frequency of the variables. Correlation tests were used to draw population
inferences from the survey and the Statistical Package for Social Scientists
(SPSS) was used to simplify the study of results. The outcome was presented in
the form of tables and figures.

3.5.4. Validation and Reliability of the Research Instruments

The questionnaires were designed for respondents could easy to
understand, to obtain good answer for data analysis and result. Some questions
were made to bring the researcher make sure there were no misunderstanding in
the language and the translation. The questions did not have any preference
words that might lead the respondents to specific answers. This structure is to
ensure that the respondents will answer these questions without any influence
things. The questions were set based on the specified study problem and on the
objectives, which is for this study only. These questions are essential part due to
they were established based on the literature review and the theories from
previous scholar. The research advisors have also checked the questionnaires to
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make sure the questions were relevant and would give the right results. The

finally, the questionnaire design are followed through the questions of variables
in the Table 3-2 below:

Table 3-2: Questions on Variables

Variables

Sub-dimensions

Citation

Product

The bank offers a wide range of banking

products.

New product development is always

important for the health of the bank.

All new product developments are guided

by market needs.

The bank offers specific products for

different target markets.

The bank differentiates its services to meet

different needs of customers.

(Muasya,
2005)

Price

The bank has set clear pricing objectives for

each product and service.

The products and services value for money

in terms of quality.

The bank considers competition in pricing.

The bank has a flexible pricing policy.

The bank offers products and services in fair

prices.

(Muasya,
2005)

Promotion

The bank offers many promotions types for
customers to know about the bank's

products/services.

(Khumnu
althong,
2015)

The bank ensures that brochures and other

bank materials are easy to find.

(Muasya,
2005)

The bank has a strategy for support of social
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responsibility activities.

The bank undertakes sales promotion

activities.

Place

The bank branches are conveniently located.

The bank carries out research in selection of

suitable branch location and other outlets.

The bank utilizes debit or VISA card and

ATM to overcome the issue of intangibility.

The bank has an elaborate branch network.

The choice of the bank location is guided by
Convenience, safety, visibility, and

accessibility among other factors.

(Muasya,
2005)

People

Contact personnel have sufficient product

knowledge.

Contact personnel are courteous &

professional in serving customers.

The branch officers are always available to

handle customer enquiries.

Staff are efficient, warm, friendly and

honest.

The staff are neatly kited (Have uniforms).

(Muasya,
2005)

Physical

Evidence

The exterior of the bank is well maintained

and attractive.

The interior of the bank is attractive and

pleasant.

The bank has adequate parking for its

customers.

There is enough sitting space for customers.

The bank has always the updated banking

(Muasya,
2005)
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Customer

Satisfaction

technology for customers.
(www.acl
I am satisfied with products and services
edabank.c
designed by the bank because they are met
om.kh.
my expectation.
yexp 2022)
I am satisfied with products and services
designed by the bank because they are more
convenient, more benefits, and unique.
I am satisfied with the products and services
expenses in term of the quality provided by (Khumnu
the bank. althong,
I am satisfied with all products and services 2015) and
charge of the bank. (Muasya
| am satisfied the discount offered by the 2005)
bank’s promotion on products and services.
I am satisfied with the bank’s location
where is convenience, safety, visibility, and
accessibility among other factors.

3.5.5. Factor Analysis

Code Description
Product and Service (PQ)
POL ACLEDA mobile Toan Chet offers a wide range of banking
products.
POS ACLEDA mobile Toan Chet differentiates its services to meet
different needs of customers.
PQ4 All new product developments are guided by market needs.
PQ2 New product development is always important for the health of
the bank.
Price (PRQ)
PRQ4 ACLEDA mobile Toan Chet has a flexible pricing policy for
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http://www.acledabank.com.kh./
http://www.acledabank.com.kh./
http://www.acledabank.com.kh./

products.

ACLEDA mobile Toan Chet has fee which can be competed with

PRQ3
other banks.

PROS AF:LEDA mobile Toan Chet offers products and services in fair
prices.

PRQ2 ACLEDA mobile Toan Chet make payment for the products and

services based on the customers’ service types.

Promotion (PM)

ACLEDA mobile Toan Chet ensures that other bank materials

PM2
are easy to find.

oML ACLEDA mobile Toan Chet offers many promotions types for
customers to know about the bank's products/services.

M3 ACLEDA mobile Toan Chet has a strategy for support of
social responsibility activities.

Place (PL)

ACLEDA mobile Toan Chet carries out suitable ATM machines

oL and other outlets.

oL 1 Bank has ATM machines which are convenience for using
ACLEDA mobile Toan Chet.
ACLEDA mobile Toan Chet has ATM machines which are near

oL and convenient for customers.

oL 3 ACLEDA mobile Toan Chet utilizes debit VISA card and ATM
machine to overcome the issue indirectly for customers.

People (PE)

oD Contact personnel are courteous & professional in serving
customers.

PE3 ACLEDA mobile Toan Chet always has contact personnel to
handle any enquiries.

PE1L ACLEDA mobile Toan Chet has contact personnel who standby to
handle any issues.

PE4 Staff are efficient, warm, friendly and honest.
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Physical Evidence (PT)

PT4 ACLEDA mobile Toan Chet has technology convenient to use.

PT2 ACLEDA mobile Toan Chet has updated technology.

- The bank has always the updated banking technology for
customers.

PT3 ACLEDA mobile Toan Chet ensures the customers’ fund is safe.

Customer Satisfaction (CS)

I am satisfied with the products and services expenses in term of

€33 the quality provided by ACLEDA mobile Toan Chet.
| am satisfied with products and services ACLEDA mobile Toan

CS2 Chet because they are more convenient, more benefits, and
unique.

Ccs6 I am satisfied with the bank’s location where is convenience, safety,
visibility, and accessibility among other factors.

cs1 I am satisfied with products and services in ACLEDA mobile
Toan Chet because they are met my expectation.

csa | am satisfied with all products and services charge of ACLEDA
mobile Toan Chet.

Cs5 I am satisfied the discount offered by ACLEDA mobile Toan

Chet’s promotion on products and services.

3.6. Coverage of Study

This theme was conducted aimed to find out the factors that affect
customer satisfaction by 6Ps of service marketing mix at ACLEDA Bank Plc. In
the research study, we analyze six main independent variables (Product/Service,
Price, Promotion, Place, People/Personnel, and Physical Evidence) and
emphasize and distribute 35 sub-dimensions as categories. Meanwhile,

customer’s satisfaction is defined as the dependent variable.

3.7. Conclusion
In this research study, we used SPSS software version 27 to the analysis
of the data in a type rating scale (agree and disagree answers) on the quantitative
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method implementation. For data collection from the unknown population (N),
the Cochran formula for determining the representative sample size is 200
sample sizes were required. Data collection instrument we use questionnaire and
send to obtain the answer from a person who ever used e-commerce for
purchasing products or services. The questionnaire was designed through the
variable and its sub-dimensions. After we accomplished on data requirement 200
sample, we achieve the result from the reliability of the research instrument
showing that the data from the respondents are between the values of “good to

excellence”.
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CHAPTER IV: IMPACT OF MARKETING MIX
OF 6PS ON CUSTOMER SATISFACTION

The main purpose of this chapter is to present the impact of service
marketing mix by 6Ps on customer satisfaction at ACLEDA mobile ToanChet
in the study area. For this purpose, a field survey was conducted among 340
sample customers. To meet the study objectives, the whole chapter is divided
into four parts. The first part of the chapter analyzes the customers’ personal
profiles, such as ages, gender, education, and occupation. The second part of this
chapter is going to show about the most products and services that the customers
likely use. Then, the findings of effectiveness of 6Ps of service marketing mix
have been presented in part three of this chapter which contains the sample size,
mean results, standard deviation and interpretation. Besides this, the main
research problem has been analyzed in this section of the chapter, the impact of
6Ps of service marketing mix on customers’ satisfaction at ACLEDA mobile
Toan Chet. Finally, the last section provides a concluding remark.

4.1. Personal Profiles

The question in the questionnaire in section | were presented as general
information about gender, age, level of education, and occupation from all
respondents who preferred the answer. The reason why we need to know all
those information first is that the satisfaction factor is the most common complex.
The satisfaction can be built up from 6Ps of service marketing mix (1)
products/services that ACLEDA mobile ToanChet provided to the penetrated
market or directly to target customers, (2) price which is the sensitive key for
most banking customers talking and caring about, (3) promotion which is another
key to attracting clients’ attention with additional service provided, (4) place
where is another important point to be consider as target markets are divided in
order to catch the customers, (5) people who is banking employees and operate
for matching customers’ heart, and finally (6) physical evidence that is the
intangible value of customers who have been using the products and service as
they are proud of the bank customers. Therefore, we need to observe all the

factors related to customer satisfaction as presented above.
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4.2. Age classification

Applying products and services of banking industry, mostly always change
through ages. Age and life cycle have capability effect on customers applying
banking products and services. It is explained that the customers change the
acquisition of products or services using banking sector and offerings with the
level of life. The Table 4-1 shows the distribution of the respondents according

to different age groups.

Table 4.2: Age Classification

Age Frequency Percent
18-30 150 44.1
31-40 148 43.5
41-50 42 124

As can be seen, the respondents 44.1% in the age groups 18-30 and the
respondents 43.5% in the group age 31-40 in the survey we also seen that 42%
in the age group 41-50. It should also be noted that only 12.4% of the respondents
were in the age of 41-50, so there are fewer old people using ACLEDA mobile
ToanChet. We noticed that the above adults (from the age of 18 up) and Middle
Ages (commonly about 31 to 40) became highly in using the app while the above

middle age is less using the app.

4.3. Gender

The Table 4.3 show the distribution of male and female respondent in the
survey. We wanted to include gender in our data collection event, to examine
whether there are any differences in how males and females perceive the

important of the factors.
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Table 4.3: Gender Distribution

Gender Frequency Percent

Female 137 40.3
Male 202 59.4
Other 1 3
Total 340 100.0

There was a majority of male respondents, 40.6% compared to 40.3% of
female respondents. One reason for the majority of male respondents might be
male is mostly the main income source of the family or more knowledgeable
than female or could be said they are exposed to socializer than the female in
banking sector. However; it may be the people are asked and sent seem to be

men rather than women.

4.4. Level of Education

The Table 4.4 show about respondent’s academy qualification level. the
academy qualification is very important because using banking products and
services are related to the process of understanding, technology sounding, and at
least we just have some basic knowledge relevant to capacity of reading and
writing level, especially signing the loan contract. So, the survey is needed to
observe the respondent’s knowledge background. The distribution of the

academy qualification level will present as below survey results.

Table 4.4: Respondents Academy Level

Education level Frequency Percent
Bachelor or above 338 99.4
High School 1 3
Secondary School 1 3
Total 340 100.0

As can be seen, the respondents 0.3% in the Below high school diploma
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group, while the highest respondents of in the survey is 99.4% in the Bachelor’s
degree group. We can see as well about the respondents 0.3% in High school
who are joint the survey of this dissertation research. Mostly of this data we can
consider that, many people in the graduate academy group mostly provide the
answer more than other group. It can consider that the applying or using banking

application are always practiced in the graduate group.

4.5. Occupation

The Table 4.5 show about the respondent percentage from ACLEDA Bank
customers. The data we just needed make sure that which sector is likely
appear the most following to banking target and what the status customers’

income source that the bank has attracted via 6Ps of service marketing.

Table 4.5: Respondents Occupation

Education level Frequency Percent
Employed 278 81.8
Other, please specify 6 1.8
Self-Employed 28 8.2
Student 27 7.9
Unemployed 1 3
Total 340 100.0

The result showed that the respondent for unemployed was only 0.3%
while the respondents for students was 7.9%. For self-employed was 8.2%.

However, there was higher 81.8% among other sectors for employed.

4.6. Exploratory Factor Analysis and Reliability Test
Table:3.5.5.1 The Rule of Thumbs of “Factor Analysis and Reliability Test”

o Factor Reliability Literature
Description ]
Analysis Test Source
Factor Loading >0.60 (Hair et
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(FL) (60%) al., 2014)
Kaiser-Meyer-
Olkin (KMO) and > 0.50
Bartlet’s Test

Cumulative
>60%
Percentage

Eigenvalue >1

Item-to-total
. >0.50
Correlation

Coefficient’s

>0.60 (60%)
Alpha a

The primary focus of this research involved utilizing factor anlaysis as the
main technique. It served the purpose of revealing the dimensionality of each
research construct variable, selecting questionnaire items with high factor
loading, and identifying any discrepancies between selected items and those
suggested by theory. Factor analysis was particulary instrumental in detecting
“misfit” variables withing the research constructs. Furthermore, it played a
crucial role in purifying the measurment items to ascertain construct
dimensionality and reliability. Key metrics such as factor loaading (FL) KMO
and Bartlett’s test, Cumulative Percentage, Eigenvalue, Item-to-Total
Correclation, and Coefficient Alpha (o) were derived from the factor analysis of

the measurement items.

Factor analysis was employed using the principal component extraction
method to identify dimensions and select questionnair items. Items with factor
loading less than 0.60 were removed until all variables exhibited a factor loading
equal to or greater than 0.60. Additionally, items needed a KMO score higher
than 0.5 for a reliable test. The cumulative percentage of variance explained
should be equal to or greater than 60%, eigenvalue greater than 1, inter-total
correlation equal to or greater than 0.5, and Cronbach’s alpha value equal to or
greater than 0.60. Items not meeting these criteria were excluded. The results of

the factor analysis and reliability tests needed to adhere to the criteria outlined
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in the “Factor Analysis and Reliability Test’ Rule of Thumb, as illustrate in Table
3.3".

The research instrument is designed based on research problem and
applicable statistical tools, Independence variable and dependence variable is
aligned which each variable have interrelated together. Furthermore, using scales
for data collection including, nominal scale and interval scale. The interval scales
are determined the respondents by using 1 to 5 rating scales. The nominal scale
calculated for identifying respondents such as gender, age, level of education,
and occupation. Hence, the interval scale is used to calculate mean and
regression. Finally, data are gathered for analysis, Cronbach's alpha is used to
calculate item's reliability is > 0.70 (accepted). The research instrument or tool is
considered to offer reliability and consistent information that will be used to

predict about the reliable items of the questionnaires in this area of study follows.

Factor Analysis

Item of

) _ FL> KMO Ei. Cu.

questionnaires o
60% >50% >1 >60%
Product and Service (PQ)
PQ1 .869
PQ5 779
0.827** 3.03 0.610 0.835
PQ4 .766
PQ2 744
Price (PRQ)
PRQ4 .826
PRQ3 .810
0.750** 2.51 0.630 0.831

PRQ5 .806

PRQ2 727

Promotion (PM)

PM2 .829

PM1 .806 0.726** 1.91 0.637 0.745

PM3 758
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Place (PL)
PL2 .853
PL1 847 0.825** 3.22 0.645 0.862
PL4 .845
PL3 819
People (PE)

PE2 .880
PE3 827

0.79** 2.76 0.715 0.858
PE1 817
PE4 .804

Physical Evidence (PT)

PT4 .869
PT2 .850

0.82** 2.76 0.707 0.841
PTS .804
PT3 799

Customer Satisfaction (CS)

CS3 .862
CS2 810
CS6 .807

0.86** 3.82 0.637 0.884
Cs1 786
Cs4 784
CS5 735

Note: **Bartlett's Test of Sphericity Approx. Chi-Square, p-value < 0.01
Nonetheless, due to factor loading is too small, we decide to choose
questions which have factor loading higher than 0.70. The removed questions are:
e PQ3: ACLEDA mobile Toan Chet is launching products as normally in the
market throughout the country.
e PRQ1: ACLEDA mobile Toan Chet has set clear pricing objectives for each
product and service.

e PM4: ACLEDA mobile Toan Chet undertakes sales promotion activities.
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e PL5: The choice of the ACLEDA mobile Toan Chet is guided by
convenience, safety, visibility, and accessibility among other factors.

e PE5: ACLEDA mobile Toan Chet has staff who is neatly kited (have
uniforms).
PT1: ACLEDA mobile Toan Chet has ATM machines which has clean

atmosphere and attractive.

4.7. To Assess an Effectiveness of Marketing Mix (6Ps) and Customer

Satisfaction

4.7.1. Weight Arithmetic Mean

The Weighted Arithmetic Mean (WAM) is a statistical measure used to calculate
an average where different values are assigned varying levels of importance or
weight. Unlike a simple arithmetic mean, where all data points are treated
equally, WAM considers that some data points contribute more to the overall
average than others.
\bar{X} =\frac{F_1X_1+ F_2X 2+ F_3X_3 +\ldots + F_kX k}F_1

+ F_2 +\ldots\ldots..+F_k}or\ \frac{\sum F X}{\sum F}

X: Weighted Arithmetic Mean

Y. fx: Sum of all the products of f and x, where f is the frequency of each option

and x is the weight of each option

> f: Sum of all subjects.
Table: 4-13 Mean Range of 5-point Likert Scale interpretation

Scale Mean Range | Interpretation Respondent
1 1:00-1.80 Strongly Dissatisfied Strongly Disagree
2 1.80-2.60 Dissatisfied Disagree
3 2.60-3.40 Neutral Neutral
4 3.40-4.20 Satisfied Agree
5 4.20-5.00 Strongly Satisfied Strongly Agree
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4.7.2. Correlation Matrix Analysis

A correlation matrix is a table that displays the correlation coefficients
between multiple variables in a dataset. Each cell in the matrix shows the
strength and direction of the relationship between two variables, with values
ranging from -1 to +1:

o +1indicates a perfect positive correlation.
e -lindicates a perfect negative correlation.
o 0 indicates no correlation.
This analysis is often used in exploratory data analysis (EDA) to identify

patterns, relationships, or redundancies among variables.

Significance of Correlation Matrix Analysis

The correlation matrix can aid in understanding how variables are
interrelated and their potential impact on the dependent variable. Further, it can
helps identify variables that are highly correlated, indicating redundancy. This
can assist in reducing dimensions for modeling purposes (e.qg., through principal
component analysis). Next, it can examine correlations, researchers can select
appropriate independent variables for regression analysis, avoiding
multicollinearity issues. Another case, it enables the identification of
relationships that may warrant further hypothesis testing or deeper exploration.
Finally, the correlation insights can help guide strategic decisions. For instance,
businesses may focus on factors with strong positive correlations to customer

satisfaction or revenue growth.

Table: 4-14: Result of Weighed Arithmetic Mean and Correlation Matrix

Variable Mean | SD | CS | PR PRI PM PL PE PH PC

Satisfaction 3.93 | 425 | 1.00 | .66** | .718** | .60** | .63** | .65** | .76** | .76**
Product 4.02 | .383 1.00 | .622** | .62** | .62** | .57** | .63** | .66**
Price/Interest | 3.93 | .400 1.00 B4** | 62%* | .B61** | .64** | 71**
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Promotion 3.94 | 414 1.00 | .61** | .56™** | .58** | .60**
Placement 3.9897 | .48 1.00 | .64** | .63** | .63**
People 3.9287 | .47 1.00 | .61** | .65**
Physical F. 3.9426 | .44 1.00 |.76**

Note: *Significant at 5 percent; ** Significant at 1 percent
1.Strongly Disagree, 2. Disagree, 3. Neutral, 4. Agree, 5. Strongly Agree

Based on the survey from 343 participants, the customer satisfaction has
tended to the “level of strongly satisfaction” (X = 3.93,SD = .425). Further, the
product has been tended to “level of satisfaction” (X = 4.02,SD = .383); the
price has been tended to “level of satisfaction” (X = 3.93,SD = .400); the
promotion has been tended to “level of satisfaction” (X = 3.94,SD = .414).
After that, the placement has been tended to “level of satisfaction” (X =
3.98,SD = .482). Moreover, the people has been tended to “level of
satisfaction” (X = 3.92,SD = .475). Last but not least, for physical facilities has
been tended to “level of satisfaction” (X = 3.94,SD = .440). A survey of 343
participants revealed that the customer satisfaction at ACLEDA mobile (Toan
Chet) is highly satisfied. Furthermore, the correlation matrix results are applied
to all variables identified during the formal factor analysis and reliability testing

phases. The findings indicate that all variables exhibit a significant relationship.

4.8. To impact of Service Marketing Mix of 6Ps on Customer Satisfaction
To analyze the impact of products/services, price, promotion, place,
people, and physical evidence, and Customer Satisfaction at the ACLEDA
mobile Toan Chet, the multiple linear regression is calculated to predict on the
impact of service marketing mix of 6Ps on customer’s satisfaction at the
ACLEDA mobile Toan Chet. Moreover, there are three standard multiple
regression analyses were performed in the regression equation including
products/services, price, promotion, place, people, and physical evidence as the
independence variables to allow the simple question of multiple regression to be
addressed. Results of the evaluation of assumptions indicated the dependent

variable of the 6Ps of marketing mix toward customer satisfaction showed good
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relationships of above 6 with the dependent variable.
Table 4.8: Relationship between IV and DV

Dependent Variable R =.839,R?=0.703 F=131511,
Perceived Risk Adjust R?= 0.698 Sig-=0.000
Independent Variable Regre-ss-ion t-value Sig. collnear
Coefficient Tolerance VIF
Product and Service 146 2.941 .004 444 2.254
Price 276 5.686 .001 426 2.345
Promotion 037 827 409 466 2.147
Place 024 .605 .545 424 2.361
People 134 3.442 .001 470 2.127
Physical Evidence 370 8.468 .001 438 2.281

a. Dependent Variable: Customer Satisfaction

4.8.1. Model Summary

e Multiple R=0.839, measure the strength of the relationship between the

set of 6Ps of marketing mix strategy and customer satisfaction,

products/services, price, promotion, place, people, and physical evidence

(X) with Customer Satisfaction () is acceptable.

e R square = 0.703, which means the dependent variable is explained by

the independent variable for 70.39%, i.e., there were only 29.61%

(100%-70.39%) of the independent variables which are not mentioned in

the model. 29.61% is called error terms or disturbance terms.

e Adjust R? = 0.703 means our model has accounted for 70.39% of the

variance in the criterion variable. or we can say the Adjusted R Square
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value arranged a number of variables in the regression model for 70.39%.

4.8.2. ANOVA

F = 0.23405 at p = 0.000 < 0.01, is significant. It determines that the
independent variables (products/services, price, promotion, place, people,
and physical evidence) jointly influenced or effected on the dependent

variable (Customer satisfaction).

4.8.3. Regression Coefficients

1. Product and Service and Customer Satisfaction

Product has no significant on customer satisfaction at ACLEDA mobile
Toan Chet. The result of the correspondent of regression analysis, t =2.941, and
p-value = 0.004 < 0.05. The regression result indicated that the dependent
variable (Customer satisfaction) had been significantly influenced by the
independent variable (products/services). Based on the above result, the null
hypothesis (Hal) “Products/Services has no significant effect on customer
satisfaction at ACLEDA mobile Toan Chet.” is rejected. Thus, it is concluded
that Products/Services have correlated with customer satisfaction. The result has
consistently been identified as a critical determinant of customer satisfaction, as
it directly reflects customers' experiences and perceived value from banking
services (Parasuraman et al., 1988; Zeithaml et al., 1990). Banks that deliver
high-quality services can establish trust and loyalty among customers, which

significantly impacts satisfaction (Al-Azzam, 2015).

2. Price and Customer Satisfaction

Price has no significant for customer satisfaction at ACLEDA mobile
ToanChet. The result of the correspondent of the regression analysis, t = 5.686,
and p-value = 0.001 < 0.05. The regression results indicate that the dependent
variable (Customer satisfaction) had been significantly influenced by the
independent variable (Price). Based on the above result, the null hypothesis
(Ha2), “Price has no significant on customer satisfaction at ACLEDA mobile
Toan Chet” is rejected. Thus, we concluded that price has a significant effect on

the customer satisfaction at ACLEDA mobile Toan Chet. Research by Hanaysha
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(2018) demonstrated that price fairness positively affects customer satisfaction
by meeting customers' expectations of value for money. This is particularly
relevant in the highly competitive banking environment in Cambodia, where

interest rates are a key driver of customer retention.

3. Promotion and Customer Satisfaction

Promotion has no significant on customer satisfaction at ACLEDA mobile
ToanChet. The result of the correspondent of regression analysis, t = 0.827, and
p-value = 0.409 > 0.05. The regression result indicated that the dependent
variable (customer satisfaction) had not been significantly influenced by the
independent variable. Based on the above result, the null hypothesis (Ha3)
“Promotion has no significant impact on customer satisfaction at ACLEDA
mobile ToanChet” is accepted. However, according to this above result, it is still
partially influence on the dependent variable (Customer satisfaction). Thus, null
hypothesis (Ha3), “Place has no significant impact on customer satisfaction at
ACLEDA mobile Toan Chet” is rejected. So, we concluded that “Place” has an
insignificant impact on the customer satisfaction at ACLEDA mobile ToanChet.
Similar findings were observed in a study by Chaudhry et al. (2018), which
highlighted that promotional efforts often target customer acquisition rather than

retention, and their impact on satisfaction might be less direct.

4. Place and Customer Satisfaction

Place has no significant on customer satisfaction at ACLEDA mobile Toan
Chet. The result of the correspondent of regression analysis, t = 0.605, and p-
value = 0.545 > 0.05. The regression result indicated that the dependent variable
(customer satisfaction) had not been significantly influenced by the independent
variable. Based on the above result, the null hypothesis (Ha4) “Place has no
significant impact on customer satisfaction at ACLEDA mobile Toan Chet” is
accepted. However, according to this above result, it is still partially influence
on the dependent variable (Customer satisfaction). Thus, null hypothesis (Ho4),
“Place has no significant impact on customer satisfaction at ACLEDA mobile
Toan Chet” is rejected. So, we concluded that “Place” has an insignificant impact

on the customer satisfaction at ACLEDA mobile Toan Chet. Additionally, the
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result (Placement), while critical for accessibility, may become less relevant in
an era of digital banking, where physical branch visits are declining (Chaudhry
et al., 2018).

5. People and Customer Satisfaction

People have no significant on customer satisfaction at ACLEDA mobile
Toan Chet. The result of the correspondent of regression analysis, t = 3.442, and
p-value = 0.001 < 0.05. The regression results indicated that the dependent
variable (customer satisfaction) had been significantly influenced by the
independent variable (People). Based on the above result, the null hypothesis
(Ha5) “People have no significant impact on customer satisfaction at ACLEDA
mobile Toan Chet” is rejected. So, it is concluded that “People/Personnel” has a
significant impact on customer satisfaction at ACLEDA mobile Toan Chet. This
is consistent with previous findings by Kant & Jaiswal, (2017) who encompasses
the behaviors and skills of bank employees, was also found to have a significant
effect. Previous studies have emphasized the importance of employee
competence and interpersonal skills in creating a positive service experience for
customers. ACLEDA Bank’s ability to train and empower its workforce might

explain its positive performance in this area.

6. Physical Evidence and Customer Satisfaction

Physical evidence has no significant on customer satisfaction at ACLEDA
mobile Toan Chet. The result of the correspondent of regression analysis, t =
8.468, and p-value = 0.001 < 0.05. The regression result indicated that the
dependent variable (customer satisfaction) had been significantly influenced by
the independent variable (Physical Evidence). Based on the above result, the null
hypothesis (Ha6) “Physical Evidence has no significant impact on customer
satisfaction at ACLEDA mobile Toan Chet” is rejected. So, it is concluded that
Physical Evidence has a significant impact on customer satisfaction in ACLEDA
mobile Toan Chet. The result (Physical Facilities) also play a significant role in
shaping customer perceptions. Modern, clean, and accessible facilities enhance
the overall banking experience, fostering customer satisfaction. This finding

echo previous research, such as that of Mohammed and Rashid (2018), who
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found that physical evidence influences customer expectations and satisfaction

in the service industry.

Multicollinearity

Moreover, testing is to find relationship between independent variable and
independent variable. Meanwhile, the analysis and description determine VIF
smaller than 5 (VIF < 5) and Tolerance bigger than 0.20 (Tolerance > 20)
according to Mr. O’Brien R.M published in 2007. Therefore, Variance Inflation
Factors Value of all independent variables are bigger than 20%. To sum up, they
(Product and Service, Price, Promotion, Place, People and Physical Evidence)
have relationship with each other.
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CHAPTER V: CONCLUSION AND IMPLICATION

The aim of the present chapter is to summarize the main findings of the
study. In addition, the chapter presents the policy implications, scope for further
research and conclusion. For this purpose, the chapter is divided into three
sections. The first section deals with the main findings of the study. The policy
implications and suggestions are placed in the second section, and in the third
section of the chapter, the scope for further research along with the conclusion of

the study is presented.

5.1. The Main Findings of Study

The purpose of this study was to study the impact or effect of the services
marketing mix (6Ps) on customer satisfaction at ACLEDA mobile ToanChet.
However, the business approach could be negatively affecting the bank. Many
banks in Cambodia both local and international investments begin with a cost
leadership strategy, which requires them to lower their prices to compete with
their competitors. This forces them to reduce their service costs, including
choices like poorly trained or untrained personnel, poor equipment, or poor
physical environments for the service. Unfortunately, these factors are likely to
negatively affect the bank in the long term, because customer satisfaction is
affected by these dimensions of the service marketing mix. If the bank is not
delivering a good customer service mix, then it will have trouble gaining
customer satisfaction. This means it could also have trouble in its long-term

financial performance.

For instance, the study’s objectives were to explore how the service
marketing mix affected customer satisfaction at ACLEDA mobile ToanChet.
The study was conducted as a quantitative survey of customers using ACLEDA
mobile ToanChet (n = 340). Analysis was conducted using descriptive statistics
and regression. Additionally, a chi square test was used to determine if there
were any significant differences in demographic groups (gender, age, level of

education, and occupation).
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The potential factors that impact elements of service marketing mix (6Ps)
on customer satisfaction are greater because of many banks are doing their best
for retaining and attracting other banks’ customers via this marketing strategy,
so lacking of this awareness may result unpredictable difficulties when the
customers are not satisfied with the products and services provided. Therefore,
it is important to find factors that help to establish customer satisfied the bank
following 6Ps elements of service marketing mix. Banking service or other
business is not able to directly control the satisfy their customers feel. They can
just build environments that encourage people to feel satisfied through the

maintenance their service after customer first purchased.

The study found it interesting to find out which factors are important for
establishing customer satisfaction via service marketing mix of 6Ps. The purpose
with this thesis was to get a better understand of customer satisfaction via this
service marketing mix (6ps) at ACLEDA mobile ToanChet. From the reviewing
relevant literature of service marketing mix (6Ps) on the customer satisfaction at
ACLEDA mobile Toan Chet.

The present study selected some specific factors that guide our empirical
research, where we intended to investigate how customers perceive the important
of the factors was selected, for them to feel satisfied with bank services. After
we found the factors that impact customer satisfaction, the assessing the
effectiveness of service marketing mix by 6Ps at ACLEDA mobile Toan Chet
was conducted for bank implementation and improved it as better performance

for existing and new customers in Cambodian banking industry.

The study was conducted as a quantitative survey of customers using
ACELDA Mobile Toan Chet (n=340). Analysis was conducted using descriptive
statistics and regression. Additionally, a chi square test was used to determine if
there were any significant differences in demographic groups (gender, age, level
of education, and occupation) on their use of ACLEDA mobile Toan Chet. the
age rank is classified into 3 categories: 44.1% on 18-30 years old, 43.5% on 31-
40 years old as the peak point, and 12.4% on 41-50 years old. For level of
education, we noted that the “Bachelor’s degree” is the highest percent 99.4%,

as the second third rank are “High School and Secondary School”. Finally, we
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have also seen that the occupation customers who have been using ACLEDA
Mobile ToanChet counted as the highest, 81.8% is from Employee followed by
“Self-employed” which is shown 8.2% out of 340 respondents. These profiles of
respondents are collected as they do help marketer or relevant participants are able

design a market segmentation strategy to reach the right clients.

5.2. Conclusion

The study found that Product and Service, Price, People, and Physical
Evidence are good implementation strategies to attract customers to use
ACLEDA Mobile Toan Chet. However, Promotion and Place did not show a
strong effect on customer satisfaction. The findings can provide practical
implications for the banking industry or financial institutions, helping them
maintain existing customers and attract new clients.

There were six hypotheses proposed, with the first five having a strong
positive influence on customer satisfaction. The second hypothesis, "Promotion
and Place,” did not have a significant influence on customer satisfaction. The
regression results indicated that the independent variable (promotion) had not
significantly influenced customer satisfaction at 5%, but it still had a partial
influence.

In conclusion, the "Promotion and Place™ element of service marketing
mix is still affected on customer satisfaction, but it could be improved with more
restructuring questions or sample size with ACLEDA Mobile Toan Chet

customers.

5.3. Implications and Recommendations for ACLEDA Bank

5.3.1. Implications

e Focus on Strong Influencers: ACLEDA Bank should prioritize
resources and strategies that enhance the elements of the marketing mix
with strong positive impacts, such as Product quality, Customer
interaction (People), and Physical Evidence (e.g., bank facilities).
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o Reevaluate Promotion Strategies: Although promotion was not
significant at the 5% level, its partial influence implies room for
improvement. ACLEDA could refine its promotional campaigns to
better align with customer needs, preferences, and the competitive
banking environment.

o Reconsider Place Strategies: If the Place component (e.g., branch
locations, accessibility) lacks influence, it may need adjustments to
meet customer expectations, such as exploring digital or mobile
banking channels.

o Integrated Approach: Ensuring a cohesive and integrated approach
across all elements of the marketing mix will enhance the overall

customer experience and satisfaction.

5.3.2. Recommendations

1. Strengthen the Positively Influential Elements (Toan Chet)

o ACLEDA focus on enhancing the five marketing mix elements (Product,
Price, People, Process, and Physical Evidence) that showed strong positive
influence.

« Ensure continuous improvement in product offerings and service quality
to maintain customer satisfaction.

o Leverage customer feedback to refine processes and improve tangible
aspects such as branch facilities and staff interaction.

2. Reevaluate Promotion Strategies (Toan Chet)

e ACLEDA conduct targeted market research to identify why promotional
activities are not resonating with customers.

o Develop more customer-centric and innovative promotional campaigns
tailored to the banking sector, focusing on customer rewards, loyalty
programs, and digital marketing.

o Test and optimize promotional methods, such as social media marketing,
to increase engagement and effectiveness.

3. Reconsider Place Strategies (Toan Chet)
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ACLEDA enhance the accessibility of banking services through digital
platforms, including mobile banking and internet banking, especially if
physical branches are less influential.

Ensure branch locations meet customer convenience needs, possibly
through relocation, expansion, or improved service hours.

Consider strategic partnerships or co-locations to increase the reach of
banking services in underserved areas.

. Promote an Integrated Marketing Mix Approach (Toan Chet)

ACLEDA design an integrated strategy that aligns promotion and place
with the other impactful elements.

Use customer satisfaction data to create a seamless banking experience that
blends accessibility (Place) with effective communication and incentives
(Promotion).

. Focus on Continuous Assessment

ACLEDA implement a feedback system to periodically evaluate the
effectiveness of marketing strategies.

Use advanced analytics to measure the impact of revised promotion and

place strategies on customer satisfaction.

Limitation & Future Research

The research was completed successfully. However, this dissertation

cannot be perfect because it has limitations on some points such as:

Firstly, the data collection for the study requires 340 sample sizes and we

use a questionnaire by using a google form to send it to group of people to get the

answers on their available time to respond. So, the answer of the respondents we

cannot control to reach the best answer from them. Some of them may be didn’t

honest to answer the question, they just click and submit. So, the data maybe

didn’t make the result practical 100 percent.

Second, there are many detailed factors that affect customer satisfaction in

elements of service marketing mix (6Ps) that we need to study, but in this research

study we only focus on six main independent variables such as Product, Price,
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Promotion, Place, People, and Physical evidence. Therefore, this theme doesn’t
cover more meaning of the customers’ satisfaction while in the service sector
there are normally 6Ps of service marketing mix which is included “Process”
element. In the future research, the students or researchers should consider more

feasible indicators:

e The data collection should be face-to-face interviews to obtain the truthful
answer from the respondents.

¢ Since both 6Ps of service marketing mix and customer satisfaction are areas
in constant change following competitive environment of the market. So, it
could be interesting to see if the research as ours would yield the same results
in five to ten years from now. People’s perceptions of satisfaction by 6Ps
elements of service marketing mix will most likely change as technology
advancement will become even more integrated into people’s lives. Will the
same factors for establishing satisfaction that are important today, be as
important in the future?

e An interesting aspect to look at, in connection with consumer satisfaction by
service marketing mix of 6Ps, is culture and theories. Do people from different
cultures emphasize different satisfy establishing factors? Can any differences
be distinguished and if so, why?

¢ Inour research, the focus has been on consumer satisfaction by 6Ps of service
marketing mix. However, “Process” and “Technology” are a relevant aspect
for customer satisfaction as well. One recommendation is to shift the focus
on these two elements and see if it might result in different kinds of
satisfaction establishing factors.

¢ One further suggestion for future research is to go out and ask the bank that
engage in elements of service marketing mix as how they have managed to
handle the challenge of establishing consumer satisfaction by this marketing
strategy.

¢ A lot of commercial banks today are hunting for customers from other banks
via “People” element which means that hunting competitors’ employees are
hunting their customers. So, retaining or retention the existing customers is

very crucial to keep the market segment remaining. It could be interesting to
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investigate if what factors are the bank emphasized to establish retention

customers long time.

00000 W oSS
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Appendix
AEREANTS

olo

o
=)
=
=

iswgandRpiogaumingdgiuanadas
AN EANITAT ACLEDA Mobile (Toanchet)

THE IMPACT OF MARKETING MIX STRATEGIES ON CUSTOMER
SATISFACTION:
A CASE STUDY OF ACLEDA MOBILE (TOANCHET).

AEIgRRMNIAMN MTNUMIGUIS ™I SHWNNSIRWATIFISRAIANI
aif “sgniswganjyéipiogaumnnmdgiuanadas: aniarua
ACLEDA Mobile Toanchet (Toanchet)”

qatﬁwimwt@:Lﬁ&ﬁth:ﬁ‘}%i‘t’ﬁmsﬁﬁqiwﬁeﬁ?mﬁ Qutath{uIng

wituiAst Shammweadams

Cal}
‘lZ/.)

Thank you for your cooperation and for agreeing to answer all
questionnaires that related to case study “THE IMPACT OF MARKETING
MIX STRATEGIES ON CUSTOMER SATISFACTION:

A CASE STUDY OF ACLEDA MOBILE (TOANCHET).”

Please answer honestly because the questionnaire will be analyzed as long

as the data is accurate and reliable.

AER SN ABATAUTINURTMS g
Questionnaire for Master Degree

i3rdo 2 AfvSURIgA

Part 1: Your information

NUIRW AN RIMYENgSHA &

Please answer below questions:
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. I8¢ (Gender) 2

Uy (Male)

{83 (Female)

1%4118)& (Other)

. W (Age)s

9G-MO (18-30)

M9-GO (31-40)

G9-80 (41-50)

&9 YZAIMNIS: 4 (51 or above)
ABAHUTURIHA (Education) &

UBYRIAN (Primary School)

H S‘?Qﬁ Iy (Secondary School)

T8N 05tw (High School)

U?Egﬂ Ulp U2 fUINRIS 2 1 (Bachelor or above)
. §IUIUGYISIUAIEA (Ocoupation) s

fJ 4] (Student)

Ut[ﬁ"mi (Employed)

1M gSitht (Self-Employed)

msmunt ﬁ:ﬁl (Unemployed)

YR (fyBU VLﬂﬁ ) (Other, please specify)

§nigRIRIISIIUATHA (Current address) ¢

=]

10N (Phnom Penh)
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184 (Province)

. IRINAHAN SN &S ACLEDA Mobile Toanchet Y182 (Do you use

ACLEDA Mobile Toanchet)
Me/0ty (Yes)

88i(J1¢ (No)

7. SR AEAN SUANKISTM /Asiesh R G Y M (NSE

293

)
Aniw:n ﬂJ‘D@j U§T?1i:§819‘:|ﬁ919 ? (Do you plan to use ACLEDA Mobile

Toanchet in the next 1 year)?

Mg/t (Yes)

gsiiie (No)
i§A%0 : wean[yFRNIOLH: (Marketing Mix Strategies)

YIS AMAD AN AN N WHNR RIS AMYWIRUMEAMaRA

v

NTNUIANAHARATY NISM N B{IUTRR 4
9. sty IIULfU’ U g) # (Strongly Disagreed)

1. BSW EU[}“U U (Disagree)

m. SSEUIBT0R (Neutral)

G. WU (Agree)

&. W LﬁLﬁI U ,\3:' § (Strongly Agree)
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9. RIUARI UYiedhAY (Product or service) (1V1)

PQ1

RS S

(o]

HEJ UMM (NS

-—r

a)

)3

RUARUS DAY UNRGANW
§ANUIG A

ACLEDA mobile Toanchet offers a wide
range of banking products.

PQ2

minAigpHAUMENU (91885) Jink
IS IS MNUARIAYIUR
HSIAIY

New product development is always
important for the health of the bank.

PQ3

HEUMENU (91858)
Ansmatinime fmamaymise
RNGPUUIG U SH{AvINUTWN 9

ACLEDA mobile Toanchet is launching
products as normally in the market

86

(Neutral)

4]

1 (Strongly Agree)

 (Strongly Disagreed)

meginmewn

WIU{NY (Agree)

gl

B8 at(yt

YSWIUfUU (Disagree)

FS WY




throughout the country.

miHATY] ALY (N887)

g muagiMIGRNI 9

PQ4 1 2 3 4 5
All new product developments are guided
by market needs.
HAUMYNOU (N$5a) igmiukicain
hagIuaigs IRYUInmagimugi AU s
230
PQ5 | HADWSY 1 |2 (3 |4 |5
ACLEDA mobile Toanchet differentiates
its services to meet different needs of
customers.
=
g o)
@ _ &
2z R =
2 2| 8| A z
> =] - -5} —
| 5| 2| 2|®
, 18 |2 <|£
V. #ig (Price) (1V2) g | o || g |28
— | 2|1 | a =
‘e | G 5 2 .o
2P| 8% 3 |g
:«._'._’) a% ¢D &
-g S’b
c2 .E
D
HAUMENN (N$55) MsAnnAaly
PRQ1 1 2 3 4 5

GAIAN T DTN AY SYW T 9




ACLEDA mobile Toanchet has set
clear pricing objectives for each
product and service.

PRQ2

RUARL SHIvhAY IMAUIEN N
(980) gNaalY Wiy
[UiAgIRINAY
ismudimaiuaHASRS 4

ACLEDA mobile Toanchet make
payment for the products and services

based on the customers’ service types.

PRQ3

HAUMYOU (N858) msalyiud
moaaiththyweminis 9

ACLEDA mobile Toanchet has fee
which can be competed with other

banks.

PRQ4

GG (858) wstmu mi

ol

iH

& o

nNARNAIG/ATYIRUMoURTUSMS
TN UR TR0

ACLEDA mobile Toanchet has a

flexible pricing policy for products.

PRQ5

HA UMYV (NS57) U SS
REUARU ShihAynlaiy vy

ACLEDA mobile Toanchet offers

products and services in fair prices.
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=
g o)
@ _ G
.9 5] =
2 & 3 .| =
> =] - -5} —
s 2| E|5| £
M. MIYYRAW (Promotion) S| 8| g|<| £
Z| 2| &2 2
Cx 2, o, D u'SSZ
‘o | TQ 5 2 | .5
2| 38 &3 )
S| 3| @ S
-a %
> e
D
HAOMENN (NSTH) NSRIORNW
AYTHAGAD AR S{UIAG U
230 a3 P -, SR -~
HAORSINYJWIURRNRURRU/ANAY
PM1 , 1 2 3 |4 5
IURIRSIMI 9
ACLEDA mobile Toanchet offers many
promotions types for customers to know
about the bank'’s products/services.
HAOMYNL (9857) DSRIORNW
oM IO A W{Rg e 18I §IATRIR Lo sl s
ACLEDA mobile Toanchet ensures that
other bank materials are easy to find.
HAUMEMU (NS5R) NSWgan|a
o | VEWUAgAMAGSUSIFIREY | |, |, |, |

ACLEDA mobile Toanchet has a
strategy for support of social
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responsibility activities.

HAUMYNOU (NS58) SasRIRAW

al <

AYTIAGADAARUAR U yiuhAy 9

PM4
ACLEDA mobile Toanchet undertakes
sales promotion activities.
=
e D
& | 3| | &
= ¥ El g s
en i) 5 1 =
sl 8| z| & £
a y — A N - e
c. RSN (Place) (1V4) Z| o | & 5| 2
‘| G o) 2.5
2| 3 3| g
2| @2 |35
= | oD oD &
-a 55
> 1=
D
HIAT NSIMURNINAS ATM
[UAUIN WM N WK U DR UND
by | N8 HAIUMEON (N1557) 9
Bank has ATM machines which are
convenience for using ACLEDA mobile
Toanchet.
HAUMYNU (9857) msimutas
o _;M :J& o dm')
pL2 | ATM fUBUU SRIAJIUKKS ShEAIgH

anATsiRgh g
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ACLEDA mobile Toanchet carries out

suitable ATM machines and other outlets.

PL3

HAUMYNO (N888) Moimama
RNng visa S% ta)s AT™ iRg[Ryumm
YAUAIUMIR I AYESHIUES

DAk

D3

H

ACLEDA mobile Toanchet utilizes debit
VISA card and ATM machine to
overcome the issue indirectly for

customers.

PL4

HAUMENU (985R) (D188 ATM)
wsmumigisisida
230

MWYURUHATRS 4

ACLEDA mobile Toanchet has ATM
machines which are near and convenient

for customers.

PL5

HAOMYNL (9857) wstifals
G IRuMSMOMW{Y N ATEMN
ugmnguin Shugmaiiimeaigi
GIAMBAMIRINY 4

The choice of the ACLEDA mobile
Toanchet is guided by convenience, safety,
visibility, and accessibility among other

factors.
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&. 'Uj“gjfﬁﬁ (People) (1V5)

HAUMYNON (91857) NSYADAKMO

¢ ARG SHIM WU MU 4

PE1
ACLEDA mobile Toanchet has contact
personnel who standby to handle any
issues.
HAUMYON (91850) NSyalAGSA
oED ¢shpunu TR phmIvBHASES 4

Contact personnel are courteous &

professional in serving customers.

HAUMYNU (NSTH) BISUAUASSA
¢shaumidimariuhagd s
PE3 | thipch

ACLEDA mobile Toanchet always has
contact personnel to handle any enquiries.

g4 | WAIUIYON (91507) BisuALAEA
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i (Strongly Agree)

 (Strongly Disagreed)
S et(dy (Neutral)

miginmewn

WU{NY (Agree)

gl

YSWIUTIU (Disagree)

BSWNIHIT




G SUUAY IMWMNIUNW NAPARRMI
Ui{EHADRS 9

Staff are efficient, warm, friendly and

honest.

PES

UYL (91855) ISURNANS

2

i#
DA S{RYIATY

ACLEDA mobile Toanchet has staff who

is neatly kited (have uniforms).

9. t'[}'ﬂ RUTINY (Physical Evidence) (1V6)

PT1

HAUMYN (NS5R) MSEMRIUL
HE]S ATM [UATIENWUTUNM AT ANELY
SHMSMNNANM

ACLEDA mobile Toanchet has ATM
machines which has clean atmosphere

and attractive.
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# (Strongly Disagreed)
Fstuida (Neutral)

1 (Strongly Agree)

m{gnmen

WIUNY (Agree)

YSWIU{fUU (Disagree)

gl

E




HUMENU (91858)

NSUIGATSN N ST 9
PT2

technology.

ACLEDA mobile Toanchet has updated

HAUMEM (185

v

293

)

MRAM N WM ATUUHAST
PT3

customers’ fund is safe.

ACLEDA mobile Toanchet ensures the

HEGUMENU (91858)

PT4

N SUIGATSNIN WY UI{H{m &5

ACLEDA mobile Toanchet has
technology convenient to use.

JSHASRSMUT{UD) 9
PT5

EOMARRIGUGUISMAUIGATSNESIAN

The bank has always the updated

banking technology for customers.

igAgm : Mo BRIUATHASHS (Customer Satisfaction)

333 [}

QMIMYIS: AN

ohuipmouiivoiighminiispingaamaupomnnmiguamas

ighminngwigsEimninmOaunAtas

B

XIS

IwamRReamywituth SamaAnUInAERARD Dosmuy

[FUUTRS 9

9.88 UjﬂleﬁJ’Ugﬁﬁ (Strongly Disagreed)

1. 88 LUEI‘J'LNU (Disagree)
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M. BSEUIET0R (Neutral)

G. WU (Agree)

&. [IJ'EI'J'LNUAZ}Ih (Strongly Agree)

MNNMORIUAIHASHS (Customer Satisfaction)

(DV1)

singn By weagumgm (985g) 18]
fi! ACLEDA PLC. ifm:nahms

GinmmyMIARgAIUATS 9

¢St I am satisfied with products and
services in ACLEDA mobile Toanchet
because they are met my expectation.
ginmoasuRiaRm Shiwhayisiak

csp | HAIUMYMU (N1SGF) 1m:agan

NSAMOMW{AUIES §UHAUIUNES
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i (Strongly Agree)

# (Strongly Disagreed)

mginmen

WU{NY (Agree)

g

YSWIU{fUU (Disagree)
YSHIIEGRH (Neutral)

BS WU




msinngs Shiynim
I am satisfied with products and
services ACLEDA mobile Toanchet

because they are more convenient,

more benefits, and unique.

CS3

IRumSHU 4
| am satisfied with the products and
services expenses in term of the quality

provided by ACLEDA mobile
Toanchet.

Cs4

SinmOasumiwARIEIhIUE

I am satisfied with all products and
services charge of ACLEDA mobile

Toanchet.

CS5

INWAIRORAWAYTRIUA AT RIS

a

HAOMYNL (9857 I0R0AR
Shiuhny

I am satisfied the discount offered by
ACLEDA mobile Toanchet’s
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promotion on products and services.

2inmoaSEMNUAHA UGN

2530

(1807 IRURUMNIMWIY N &t
M0 ugmaisundm Shugmnnd

[ aISHnpAUEMIg N AR 1]

CS6 1 |2 3 |4
59
| am satisfied with the bank’s location
where is convenience, safety, visibility,
and accessibility among other factors.
NUHIAANGIMINUITNARMITINMMIgELRIS:  SHATUURUAMITUN

HA 9 JSninmin!! @

anjanoyils) Shrgdn

Per 60 H oSS
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