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ABSTRACT

Title of Thesis A Study of Consumer Behavior Using Internet Banking

Service in Bangkok

Author Mr Natawudh Pintongkam
Cegree Master of Science (Information Technology Management}
Year 2007

In every industry, Information Technology is revolutionizing the way business is
conducted. New business models are replacing ouldated ones and organizalions are
rethinking business process designs and customer relationship management strategies.
This study examines bankers' views on providing banking services to customers using
the web. Specifically, it addresscs issues such as the strategic need for Internet
banking, its effect on customer-bank relationships, and customers' experiences in
Internet banking. Therefore, the objectives of this research are as follows:

1. To study the demagraphic characteristic and the consumers’ usage behavior
on Internet Banking service in Bangkok.

2. To study the consumers' usage behavior from general banking scrvice and
Internet Banking service in Bangkok.

3. To study the consumers’ information acknowledgement and the consumers'
usage behavior on Internet Banking service in Bangkok.

4. To study the several of market communication strategies through the market
mixture of Internet Banking and the customers’ usage decision making on Internet
Banking service in Bangkaok.

The process of this rescarch will be divided into two parts. The first part is to

conduct gualitative rcsearch” by analyring patterns and contents of the internet



(6)

Banking, then apply the information or data resulted from the analysis to be the
guideline for the in-depth interview of the executives of the Banks (hat provide Internet
services. The second part is to conduct survey research by studying a total of 400
samples of banking customers. The tool used to gather the information is
questionnaires. Data analysis for frequency, percentage, mean is processed by SPSS
computer program. The results of this research are as follows:

At present, banks and financial inslitutions have introduced and provided
Internet banking which allow customers to do their transactions online. These include
balance enquiry, money transfer, and application for credit card, ioan payment and bill
payment over the Interet. It is found Lhat Internet banking has become a new wave for
the financial sector since it provides lower cost of transactions, creales a new stream by
attracting customers with casy access and unlimited time and place for banking
fransactions.

The results of the study help us understand potential demand for Intemet
banking and help the banks segment the customers and identify the ones they want to
target for Internet banking by using behavior analysis.

Understanding consumer behavior with Internet banking is particularly impartani
because a high level of behavior is associated with several key outcomes {¢.q. repeat
purchase, positive word-of-mouth, etc.). In the current study, the dimensions addressed
can greatly assist researchers to understand how consumers salisty with Internet
banking. Moreover, the results of this study can help the banks to achieve cempetitive

advantage and to retain customers as well as altract potential ones.
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