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ABSTRACT

The objectives of this independent study were to study factors affecting customer-
orientation behavior and examine level of customer-orientation behavior of staff at UOB Asset
Management (Thai) Company Limited. The data was obtained by collecting questionnaires from
115 staffs at UOB Asset Management (Thai) Company Limited and was analyzed by using
frequency, percentage, mean, reliability score, analysis of Pearson’s correlation coefficient and
linear regression.

The results of this study have shown that job engagement (r = 0.704), service climate (r
=0.791), and self-efficacy (r = 0.667) were positively related to customer-orientation behavior at
the .01 level of significance. Job engagement (§ = 0.524) and service climate ( = 0.206) could
predict customer-orientation behavior at the .05 level of significance, however, customer-
orientation behavior could not be predicted by self-efficacy. Moreover, at the .05 level of
significance, sex significantly affected to customer-orientation behavior in personal relationship
facet while work period significantly affected to customer-orientation behavior in all facets. The
result also illustrated that Staffs at UOB Asset Management (Thai) Company Limited have high
level of customer-orientation behavior, making customer feel special as if each customers were
privileged to company, creating personal relationship and eager to be intimate with customer on a
personal level, be able to understand and fulfill the customer’s requirement quickly, listen to the

customer closely, perform the service task correctly and making customer feel comfortable.



