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According to the research of marketing communication strategies and media
exposure behavior and usage on Internet E-banking service from the customers in
Bangkok, the aim of this research would be presented as followings:

1. To study the market communication strategies through the market
mixture of Internet E-banking.

2. To study the relationship between the demographic characteristic and
the customers’ usage behavior on Internet E-banking service in Bangkok.

3. To study the relationship between the customers’ usage behavior from
general banking service and Internet E-banking service in Bangkok.

4. To study the relationship between the marketing media exposure
behavior through the market mixture of Internet E-banking and the customers’ usage
behavior from Internet E-banking service in Bangkok.

5. To study the relationship between the customers’ information acknowledgement
and the customers’ usage behavior on Internet E-banking service in Bangkok.

6. To study the relationship between the various factors of market
communication strategies through the market mixture of Internet E-banking and the
customers’ usage decision making on Internet E-banking service in Bangkok

This research was basically a qualitative research gathering data from in-
depth-interview and a survey research gathering the data from the sampling group

involving with general people in Bangkok through 400 questionnaires. For the testing of
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hypothesis, the gathered data were assessed and analyzed by the statistical tool as
followings: frequency table, percentage, average, Chi-square and Pearson Product
Moment Correlation

Consequently, the results of this research were as followings:

1. For the relationship between the demographic characteristic of sampling
group and the customers’ usage behavior on Internet E-banking service in Bangkok,
there was statistic significant relationship between the interesting of the customers’
usage on Internet E-banking service and the customers’ usage behavior on Internet
E-banking service from age, occupation and income. In term of the relationship between
the customers’' usage decision making and the customers’ usage behavior on Internet
E-banking service, there was statistic significant relationship from age.

2. For the relationship between the customers’ usage frequency and the
customers' usage behavior on Internet E-banking service Bangkok, there was statistic
significant relationship between the customers’ usage frequency and the interesting of
the customers’ usage on Internet E-banking service. By the way, in term of the
customers’ usage decision making, there was statistic significant relationship with the
customers’ usage frequency as well.

3. For the relationship between the customers' information exposure
frequency and the customers’ usage behavior on Internet E-banking service in Bangkok,
there was no statistic significant relationship between the customers’ information
exposure frequency and the interesting of the customers’ usage on Internet E-banking
service. On the other hands, there was statistic significant relationship between the
customers' usage decision making and the customers’ information exposure frequency.

4. For the relationship between the customers’ information acknowledgement
and the customers’' usage behavior on Internet E-banking service in Bangkok, there was
statistic significant relationship between the customers’ information acknowledgement
and the interesting of the customers’ usage on Internet E-banking service. Meanwhile,
there was no statistic significant relationship between the customers’ information
acknowledgement and the customers’ usage decision making on Internet E-banking
service.

5. For the relationship between the market communications factors through
the market mixture of Internet E-banking and the customers’ usage behavior on Internet

E-banking service in Bangkok, the result would be separately presented through the
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factors as following: In term of Product, there was no statistic significant relationship
between Product and the interesting of the customers’ usage on Internet E-banking
service. Meanwhile, there was no statistic significant relationship between Product and
the customers’ usage decision making on Internet E-banking service from product as
well. In term of Price, there was no statistic significant relationship between Price and
the interesting of the customers’ usage on Internet E-banking service. Meanwhile, there
was no statistic significant relationship between Price and the customers’ usage
decision making on Internet E-banking service from price as well. In term of Place,
there was statistic significant relationship between Place and the interesting of the
customers’ usage on Internet E-banking service. Meanwhile, there was statistic
significant relationship between Place and the customers’ usage decision making on
Internet E-banking service from price as well. In term of Promotion, there was statistic
significant relationship between Promotion and the interesting of the customers’ usage
on Internet E-banking service. Meanwhile, there was statistic significant relationship
between Promotion and the customers’ usage decision making on Internet E-banking

service from market promotion as well.





