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ABSTRACT

176266

The purpose of this research was to examine and compare attitudes toward internet

banking and perceived marketing mix between internet banking users and non-users.

The Descriptive research design was used for this study. The independent variable was
types of consumers and dependent variables were attitudes toward internet banking and perceived
marketing mix. The sample was 400 consumers who live in Amphoe Muang, Chiang Mai and
obtained by purposive sampling. Research instruments consisted of 4 measures, i.e.,
a demographic questionnaire, an internet banking behavior questionnaire, an attitudes toward

internet banking questionnaire and a perceived marketing mix questionnaire.

The research results were as followed:

1. Attitudes toward internet banking between internet banking users and non-users
were significantly different (p <.01)

2. Perceived marketing mix between internet banking users and non-users were

significantly different (p < .01)





