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ABSTRACT
202425

The purpose of this independent study was to study customer attitudes towards Internet
banking services of Krung Thai Bank Public Company Limited (KTB) in Mueang Ratchaburi
District. The quota sampling was applied to collect the data from the customers who had been
subscribed to the Internet Banking Services from five branches of KTB. In this study, the data
were collected by using 250 questionnaires, andvthen analyzed by the descriptive statistics in
frequency, percentage, and mean.

The results of the study showed that most of the respondents were female. There are
nearly nqmber of samples in each age range : 41-50 years, 31-40 years and 21-30 years. Majority
of them were state enterprise employees, married, and graduated in Bachelor degree. They earned
a salary between 10,001-20,000 Baht. Most respondents used to log in Internet banking services.
They had used the other Krung Thai Bank services for more than five years, and less than six
months for Internet banking services.

The cognitive element, it was found that most respondents knew Internet banking
services from suggestion of bank's Qfﬁcers. The body of knowledge that the respondeﬁts
understood correcting about the Internet banking services were account balance inquiry, money
transfer, and past statement inquiry respectively.

The affective element, the respondents rated their opinions towards the service marketing
mix factors at the agree level of average scores in order : price, place, promotion, product,
process, people and physical evidence. The sub-factor in each category that was rated at the
first rank average score of agreement level was reported. Product: the respondents agreed with a
wide variety of financial services. Price: the respondents agreed with the exception of service fee.
Place: the respondents agreed with the 24-hour operation. Promotion: the respondents agreed with
the good suggestion from the bank employees. People: the respondents agreed with the bank
employees’ competency providing the correct information. Physical evidence: the respondents
agreed at a high level with the immediately connection from the homepage. Process: the
respondents agreed with the assurance due to SMS notification of money transfer.

The behavioral element, it was found that most respondents used Internet banking service
because of the con{fenience of 24 hours service without concerning about open and closed time.
“The most selected service is account balance inquiry. Most of respondents use internet at office
to access banking service. The frequency of Internet banking service usage tended to increase.

They were also willing to recommend Internet banking services to others.





