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ABSTRACT

This study aimed to research the customer satisfaction for internet banking services of
commercial banks in Chiang Mai province. Data was collected, using questionnaires, from 240
samples of internet banking clients of 8 commercial banks in Chiang Mai. 30 samples were
collected from such clients of each commercial bank. Statistics used in data analysis were:
frequency, percentage, and means.

The study found that most respondents were: male; 31-40 years old; married; graduated
with a Bachelor’s Degree; earning monthly income of THB10,000 — 20,000; and working as a
bank officer. ~ Most respondents: used internet banking services from Bank of Ayudhya Public
Company Limited; had used the services for 1-2 years; made an average of 2 transactions per
month via internet banking services; and used the account-balance enquiry service frequently.

Ranking by means, the respondents rated their expectations_for internet banking services
as highly important, i.e., Pricing, Process, Service channels, Physical evidence and its creation,
Personnel, and Product, respectively. Respondents rated their satisfaction in the overall Marketing

mix as high, when ranked by means, for Physical evidence and its creation, Price, Service



channels, Process, Personnel, and Product, respectively. The factor rated moderate, by means,
was Promotion.

The sub-elements of each Marketing mix ranked as highly important, in Top 3 order,
were:

In Product, respondents’ expected and satisfied elements were: transaction safety;
availability of banking services e.g. cash deposit/withdrawal, check cancellation, money transfer;
products & services payment service; ease of use; and having sufficient services.

In Price, respondents’ expected and satisfied elements were: no initiation fee, no annual
fee, and moderate fees for account-to-account funds transfers.

In Service channels, respondents’ expected and satisfied elements were: 24-hours service;
system security, e.g. confidence over funds transfer service; convenience in service registration;
internet banking services registration available on banks’ websites; and service registration
available at all bank branches nationwide.

In Promotion, respondents’ expected and satisfied elements were: advertisements in
various media, e.g. newspapers, magazines, posters, television, radio, publicity, free trials for new
members, and public relations highlighting system security.

In Personnel, respondents’ expected and satisfied elements were: capable, skillful, and
knowledgeable staff; credibility; and precise advice given by staff.

In Physical evidence and its creation, respondents’ expected and satisfied elements were:
customer information protection system; accurate and current information; and websites’ design &
aesthetics.

In Process, respondents’ expected and satisfied elements were: ease in accessing website

services; convenience of website membership registration; and processing speed of websites.



