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ABSTRACT

The purpose of this study is to provide the finding
: ' |

to the management of Bank of Ayudhya to improve the
internet banking service. This sﬁudy investigated the

feedback from the customer in terms of satisfaction,

customer attitude, and the correiation between the
frequency of Internet banking usage and demographic data

such as age, gender, monthly income, education, and
1

education. f
{
|
|

total of 123 respondents. They ﬁere comprised of 53.7

Questionnaires were used to 'collected data from a

percent male and 46.3 percent fe@ale. The sample population
i
range in ages from seventeen to fifty-five.

The research results show as follows: The

|
respondents’ attitude towards Internet banking service was

. !
one of moderate approval. The customer satisfaction with

1

Internet banking service was concluded to be high. No
|

correlation was reported'betweenigender, and educational
level of customers and the frequency of Internet banking

|
usage. However, customer’s age, income level and occupation
‘ ,

corrélated to the frequency of Internet banking usage.
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CHAPTER ONE

|
INTRODUCT{ION

|
Internet banking has become the new service channel
. |

. ) [ . . .
that offers services to customers with more convenience via

banks’ web sites twenty-four hours a day, seven days a
! .
week. From the bank’s view point,' implementation of

!
|

Internet banking service will lea@ to cost reductions,

!

i
improve customer service and CreaFe long term profit for

the banks (Rotchanakitumnuai and épeece, 2003). Moreover,
v |

]
Internet banking also results in fast and convenient

|

service to customers.

| \
Many banks in Thailand initiated and transformed
|

electronic-based banking service fo Internet banking in

order to capture an emerging customer group in the internet

\
market. Since 1995, Internet has become less expensive and

more easily available for customers to access information,
|

exchange products and services wo?ld wide from their
personal computers and modems at‘bome and/or work. The
increasing number of the Internet;customers and demand for
payment via the Internet had an igpact on banking service
provided by many banks and forced!them to extend their

|

banking services to customer on the Internet (Ongkasuwan
|
I
L
- |



and Tantichattanon, 2002). Thail banks that have implemented
internet banking presently providp very similar services

such as the ability to check account balances, request

1 .
statements, transfer money, pay loans/bills, foreign
i

exchange, global transfer, and stop payment of check
!

(Rotchanakitumnuai and Spéece, 20@3).

Competition in the Thai banking industry has been
I
increasing in recent years. Consequently, keeping existing
i

‘ .
.customers as well as attracting new ones is a critical

|
concern (Akhter, 2004). Analyzing, customer feedback with

! ,
respect to customer attitude and satisfaction allows banks

l
to assess their services and proiucts in order to gain a

|
)
Customer satisfaction has been perceived as a major
|
concern; it is widely accepted that a business must
|

competitive advantage.

concentrate on pursuing service quality to achieve customer
‘ ;

satisfaction because survival of %he business greatly

depends on that satisfaction (Nauhan, 1995).

!
|

|



i

Statement of thé-Problems
]
The purpose of this study is to provide a summary of

{

findings to the management of the:Bank of Ayudhya to enable

management to improve its Interneﬁ banking service
|
(KrungsriOnline) .
In order to improve_thé Internet banking service, the
i

feedback from the customers in teEms of satisfaction and
{

t

i

|
banks understand how prepared they are so they can make

. |
necessary adjustments and/or imprbvements to this service.

customer attitude need to be investigated. It will help the

e Study

Purpose of th

L
The purpose of this researchj is as follows:

!
1. To evaluate customers attitudes toward Internet
{

banking service. !

!
2. To determine the degree of customer satisfaction

1
with respect to Internet ﬁanking service.
3. To examine the correlatioﬁ between the frequency of
!
Internet banking usage and demographic data such as

age, gender and education.
i
The study seeks to answer th% following questions:
RQ1 What attitudes do custo#ers have toward the

|
Internet banking servicF?
!
|
4
3
|
l
!



RQ2 How satisfied are custoﬁers with the Internet

i
banking service?
|

RQ3 Is the frequency of IntFrnet banking usage

related to the demographical data?

Organization of:the Study
This project was divided into five chapters. This
chapter provides a background of the research, statement of

' |
problems, purpose of the study, research question,
[
hypothesis, and organization of the study. Chapter two
|

provides the literature review containing background of the
l

banking industry in Thailand and;other principles in

1
customer satisfaction are reviewed. Chapter three describes
' 1

the methodology used in this study, questionnaire design,
|

sample and data collection and statistical analysis.

Chapter four presents the findini and describes the

analysis of the data. Chapter five presents the
v | '
conclusions, limitations, and recommendation for further
|

research. '
|

[
|
Definition of Terms

|
BAY - Bank of Ayudhya Public Company Limited.

4

i
|
‘
!
[
I
|
|
f
i



KrungsriOnline - Bank of Ayudhya’s Internet banking
|

service. :
T

Internet banking service - A deliﬁery channel that enables

bank customers to access account and general

information on bank products' and services.
: i

Customer Satisfaction - The overall attitude a person has
|

!
about a product after it has, been purchased (Solomon,
|

M.R., 2000).

|

Attitude - A person’s overall evdluation of a concept. An

. 1 | 1]
overall evaluation is formeq when consumers combine

knowledge, meanings, or belﬂefs.(Peter, J. P., &
|
Olson, J. C., 2001). ‘

1

Demographic Data - Characteristiqs of customers that

. . , i
includes such information as age, gender, annual

|

income, and education. |



CHAPTER TWO
|

LITERATURE REVIEW

I

I
|
Background on Ban$ of Ayudhya

[
Bank of Ayudhya Public Company Limited ("BAY") is the
|

sixth largest domestic commercial' bank in terms of asset
. {

size in Thailand. ™ BAY” was established on January 27,
. i

- 1945 in Ayudhya Province, once a @apital city of the Thai
|

Kingdom, and commenced operations) on April 1 in that same
| ,

year, starting with a capitalizatiion of only 1 million
|

Baht. The bank’s headquarters is located at 1222 Rama III
Road, Bang Phongphang, Yan Nawa, Pangkok 10120. At the end

of 2003, “BAY” had a total of 411:branch offices; 408 are

!
located in Thailand and the remaining three are located

abroad in Hong Kong, Vientiane and the Cayman Islands.

I
KrungsriOnline. |

1
KrungsriOnline is BAY's personalized Internet banking
|

service, which enables customers to manage their personal
1

finances wherever they may be arobnd the world, and is

|
available in both Thai and English. The available services

1

are money transfers, account balahce inquiries, bill

payments, and account summaries review. A more advanced
‘ .

|
service available for customers i? the ability to schedule

|
[
i
|
|
l



transfers and/or payments in advance. These services are
avallable seven days a week, 24 Hours a day on any accounts
registered under KrungsriOnline Service with the exception

of fixed deposit and loan account!, which are only available
during 05:30am.-11:00pm.

Online Service Features

According to Bank of Ayudhya:Public Company Limited

(2004), KrungsriOnline services are as follows:

e Balance Inquiry - Customers can inquire about the
|
status of their savings, current, fixed deposit and
\
loan accounts registered under KrungsriOnline Service

at any time.

e Today and Previous Statement;Summaries —~ This service
offers 24-hour access to pre;ious and today’s
|
transaction records of savings, current, fixed deposit
' [
and loan accounts registeredtunder KrungsriOnline

Service. (Except fixed depos;t and loan accounts will

be available during O5:3OAM—i1:OOPM)

e Money Transfer to Same Party' Accounts - Money
transfers can be made 24 hou#s a day from any of the

i

customers’ savings or current registered accounts to
1

any of the same party savings, current and fixed
|



|
|

deposit accounts including loan accounts. There is no
I

amount limit placed on same party transfers. (Except

fixed deposit and loan accounts will be available

i
during 05:30AM-11:00PM)

Money Transfer to Third Party Accounts - Money

|
transfers can be made from savings or current

|
registered accounts to any same bank third party

savings, current and/or fixeg deposit accounts
including loan accounts - 24:hours a day. A THB

100,000 limit is placed on third party transfers per

day per User ID and as a security measure for

transfers of an amount equal,to or greater than THB
|

50,000, the system will prompt the user for the

|
password to verify account ownership.

Scheduled Transfers - Advance money transfer
|

. » { '
scheduling from savings or current accounts registered
1
under KrungsriOnline Service,can be made to an

unlimited number of savings, icurrent, fixed deposit

and/or loan accounts up to 6'months in advance. There

 are many types of frequencie$ offered, such as one

}
time, weekly, and monthly. The program will activate



!
1
i
|
|
{

the scheduled transfer at 9:b0 AM on each transaction

date. 1
Bill Payments - KrungsriOnlihe Service enables 24-hour
|

flexibility to pay online for the purchase of products
|

and services to the biller stch as mobile phoﬁe,
|

pager, credit card payment e%c., by debiting funds

|

from the current or saving accounts registered under
i

KrungsriOnline Service. Payment equaling or exceeding
i

THB 20,000 will prompt for the password input to
[

verify account ownership. Online bill payments must
|

not exceed THB 200,000 per déy per User 1ID.

|
Scheduled Payments - Advanceipayment scheduling for

goods and services from savings or current accounts

registered under KrungsriOnline Service can be made
‘ 1

for 6 months in advance with|frequencies such as one
1
time, weekly, monthly, and so on. The program will

activate scheduled payment a# 9:00 AM on the

transaction date. |

{
i

Scheduled Transfer and Bill Payment History - These

[

services can be accessed 24 @ours a day.

|
Checking Services - On a 24-hour basis, inquiries can

be made on the status of cheéks to determine if they
' |

i



|
have been paid, remain unpaid or have been stopped.

[

This service also allows customers to stop check
1

payment online. l
1

!

Alerts - An automated warning system for the account

balance has been made available with KrungsriOnline
i

- Service. Customers. simply in@icate the level of

account balance for which a #eminder is required; a
|
message will automatically be forwarded into the
{
customer’s email account or shown on KrungsriOnline
: !

“web site after 8:20 AM. on each day.

! .
Bank Rates - Free of charge service includes general

1
financial information, interest rates and
' |

computational tables for depPsits, loans rates are

available for financial planhing.

Profile - With the Krungsriohline Service, customers
i
can update their personal information online such as

1

address, salary and occupatibn. Customers can also add
|
or delete the account(s) registered under

] :
KrungsriOnline Service by clicking the "Update Account

I
Information" button. To inquire or change the pseud
] .

|
name of a specific account, customers click the
|

| . . :
"Account Pseudo Name Query" button. To discontinue
|

10
|

i
!



i
!
]
1
i
|
KrungsriOnline Service, customers click the "Cancel

KrungsriOnline Service",buttbn.
{
i

Internet Banking in Thailand

The Thai Banking industry has changed substantially in
|
recent years. Thai banks faced se&ere competition from
\
- foreign banks as well as other financial institutions. Many

Thai banks have been striving to bompete within the banking

and non-banking financial services sector by providing
{

better services, offering wider choices with lower cost to

|
customers, and improving their performance.

To improve performance, banks in Thailand have
i .
1

implemented Internet banking as 3

new online service

|
channel since 1997. The first four Thail banks: Thai Farmers

|
Bank, Siam Commercial Bank, Bank of Asia, and Krung Thai

1
Bank launched Internet banking service as a means of

reducing waiting time, errors, co%t“and improve customer

'satisfaction (Ongkasuwan & Tanticbattanon, 2002) . The

Internet banking features are qui%e similar across the

several banks, such as balance inéuiry, money transfers,
|

! .
bill payment, request statements,]and checking services.

Some services are avallable 24—hopr such as bill payment,
i
i
1
i

11
!



and checking service, while some transaction services have
|

an access time period. :

[

According to Ongkasuwan and Tantichattanon (2002),

awareness of Internet banking in Thailand is very low

because Thail culture places much more value on strong
|

. : . . | :
interpersonal relationships in business. They recommended

|
that all banks should increase promotion of Internet

i
banking services awareness and understanding to local

customers in Thailand.

Rotchanakitumnuai and Speecé (2003) conducted a
|

qualitative study in Thailand to ilook into the barriers to
|

the adoption of Internet bankingl They found that the users
of Internet banking have more_coﬂfidence in the reliability
of tﬂe system, whereas non—users;are much more service
conscious, and do not trust finaﬁcial transactions made via
Internet channels. In addition, éhey suggest that
integrating Internet services inﬁo interpersonal services
would bé a more attractive and effective way of stronger
means of promoting online bankinq in Thailand rather than
just rely on self-service option; over the Internet.

|
|

12



|

|

|

J

|

|

Internet Banking Activity
!

!
According to the Internet. Banking Guideline (ISACA,
’ [

2003), a bank can perform Internet activity in one or more
I
i

of the following ways:
1

i ! .
e Informational - This is the basic level of Internet

banking which is used mainly' as an information
. |

presentation medium. The web;site is used to support,

i

but not to replace a company{s main business
I R

activities. The banks only offer information about
!

their products and services on the web sites.
I

e Communicative - This type of Internet banking system

|
allows some interaction between the bank’s system and

{
the customer such as account' inquiry, loan
|

applications and electronic mail.

. |
e Transactional - At this leveh of Internet banking, the
i

|
customers can directly execute transactions with
{

financial implications. Examples include bill

|

payments, and electronic funbs transfer.

!
|

Attributes of Internet Banking

The characteristics of Interhet banking that are
1
|

perceived as important by customers in determining

satisfaction are as follows:

{
[
!
l
13
I
I
I
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.
|
!
|
|

|
Convenience - Convenience is, the primary benefit

sought by customers (Kekre, Krishman, & Srinivasan,
!

2003) . Customer satisfaction! increases when customers
|

, . | . .
enjoy the convenience of accessing their accounts at

any time. (Jamal & Nasser, 2003).

Ease of use - This factor reflects the usability of

the website during customer navigation. If the website
i

. . ' - | ' '

1s easily accessible, customers can access information

faster, encouraging them to ¢ontinue to use the

i

service (Rotchanakitumnuai &, Speece, 2003). On the

other hand, if the customers view it to be difficult
]

to use, they may not value such a delivery channel.

|
Conservation of time - In the financidl services

industry, the web is used as'a means of payment or

money transfer that reduces Fime and cost to both
customers and banks. Rotchangkitumnuai and Speece
(2003) stated that Internet banking is perceived as

|
offering a time saving encouraging Internet banking

!

1

adoption.
Accuracy - Accurately performing services and
|

. » ' . i v .
providing information could help improve service
1

reliability (Parasuraman, 1991).If the customers



i
perceive that Internet banking provides accurate

information, and accurate transactions, they may place
|
a higher value on the service, which in turn may lead

to higher satisfaction.

e Security -~ For the Internet #anking, Sathye (1999)

also found that the two important factors that make
some’ customers not want to uée the service are
I
difficulty in use and security concerns. The security
l

concerns do reduce the customer’s level of trust,

discouraging them from engaging in online information

seeking and making online bahking transactions.

Customer Satisfaction
Customer satisfaction is an important theoretical as

|
well as practical issue for most marketers and consumer

researchers. In today’s highly co¢petitive world of
business, customer satisfaction cén also be considered the
essence of success (Jamal & Naser; 2002). Customer
satisfaction is important to the firm because it is
generally assumed to be a signifi%ant determinant of repeat

sales, positive word of mouth, and consumer loyalty. As a

{
consequence, organizations search .for ways to monitor their

15



y
|

customers’ satisfaction levels and collect information on
the “customer voice” (Kekre, et a%. 1995) .

I .
Satisfaction with a product/service is a construct

: !
that requires experience and use of a product or service
|

(Oliver, 1997). In Oliver (1997, p. 13), the following
definition has been proposed as béing consistent with the
theoretical and empirical evidencé. “Satisfaction is the
consumer’s fulfillment responée. it is a judgment that a
product or service feature, or thé product or service

itself, provided (or is providingj a pleasurable level of

consumption-related fulfillment, including levels of under-

or over-fulfillment” (1997, p.13).
!

Consequences of Customer Satisfaction

i
Increasing customer satisfaction has been found to

. |
lead to increasing future revenue. (Anderson, Fornell, &
|
Lehmann 1994). Their finding suppoerts a positive impact of
|
customer satisfaction on the firm"s profitability. The

several key benefits of high custodmer satisfaction are as

follows. :

Increased Loyalty. Satisfied customers tend to be
|

loyal customers. Increasing the loyalty of the current
I

customer will lead to repurchase in the future and should

: |
be reflected in the firm’s economic returns because it

16



|
!
l
|
!
!

ensures a steady future cash flow! (Fornell, -1992). In

addition, the more loyal customer% become, the longer they

(
are likely to continue to purchasb from the same supplier

l
(Fornell, 1992). |

I
Reduced Price Elasticities. Customer satisfaction

. R P
should reduce price elasticities For current customers,

|
which in turn leads to profitability for a firm (Anderson,

) |
Fornell, & Lehmann, 1994). Satisfied customers are more
| .

willing to pay for the benefits they receive and are more
|

likely to be tolerant of increaseé in price (Anderson,
. |

Fornell, & Lehmann, 1994).

|
|
|
Reduction of future costs. Ipcreasing customer

|
satisfaction also has been found to lead to higher levels
|

of customer retention. Retained customers should be viewed
| :

i .
as revenue producing assets for tFe firm because it does

not need to spend as much to acquhre new customers each
period. Satisfied customers are m;re likely to repurchase
and engage in line extenéion. Satgsfied customers also are
likely to buy in greater wvolume a;d purchase other goods

I

and services offered by the firm ﬁAnderson, Fornell, &
!

Lehmann, 1994). !

1

Reduces failure costs. High customer satisfaction

1

should increase profitability by reducing failure costs. A

i
|
17
|
|



|
!

firm that consistently provides high customer satisfaction

should have fewer resources devotéd to handling returns,

!
reworking defective items, and handling and managing

complaints (Anderson, Fornell, & Lehmann, 1994).

. | .
Lower costs of attracting new customers. The firms

that achieve a high level of customer satisfaction should
lower the costs of attracting nechustomers (Fornell,
1992). The high level of customerisatisfaction should
prodﬁce favorable word of mouth a#d is recognized as a key
influence in the formation of cus%omers’ future purchase
intentions (Jamal & Nasser, 2003); They are likely to tell
others about their favorable expe;iences, which in turn has
a positive effect on the cost of %ttracting new customers.
Dissatisfied customers, on the other hand, are likely to
switch brands and engage in negative word of mouth

l

advertising (Jamal & Nasser, 2003)

Enhanced reputation. High customer satisfaction also

should enhance the overall reputation for the firm. An
enhanced reputation not only aids in introducing new

products by providing instant awa#eness, but also benefits

I , , R \ s
the firm by establishing and maintaining relationships with

. |
key suppliers, distributors, and potential allies

|
(Anderson, Fornell, & Lehmann, 199%4).
|

18
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!

Antecedents of Customer Satisfaction
' i
Understanding the antecedents of customer satisfaction

is aﬁ important issue for markete%s. It also has long been
a subject of study for consumer r%search (Anderson &
Sullivan, 1993; Churchill & Supre£ant, 1982; Jamal &

!
Nasser, 2002). Many studies have ?dentified some of the key

. .
antecedents of customer satlsfact}on.

Service quality. Research cohducted specifically in

. 4 | ,
the context of financial services; has identified service
i

quality as an important antecedent of customer

1

satisfaction. For instance, Jamal: and Nasser {2002) contend
|

that core and relational dimensions of service quality are

causal antecedents of customer Safisfaction. In a similar

i
vein Lassar et al. (2000) demonstrated that a
technical/functional quality-based model of service quality

is a reliable predictor of satisfaction. Another study by

t
i
{

Yavas et al (2004) also shows that service quality is an

antecedent of satisfaction. If thé customers’ expectations
i

of service quality are exceeded, é firm will have achieved

i
‘high level of customer satisfaction. On the other hand, at
the lower satisfaction level, thei!customers are more likely
t

to stop buying from the firm.

!
{
|
i
i
|
|
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Previous studies suggest that service quality

demonstrates positive relationships with a number of
. |

, , , , .
behavioral intentions either directly or through the

mediating effect of satisfaction kCronin et al, 2000).

Research conducted in the domain of financial services
|

lends credence to this observatiob and shows that favorable

perceptions of service quality-leéd to positive word-of-

mouth, lessening of complaint tendencies and continuity in

}
P

bank-customer relationships (Yavas et al, 2004).
) {

Expectation. Customer satisfaction is generally

described as the full meeting of bne’s expectations
(Oliver, 1997). Expectations refléct anticipated
performance (Churchill & Suprenant, 1992). The satisfaction
literature suggests consumers mayihave different types of
expectations when forming opinioné about product
performance. The satisfaction inc&eases as the
performance/expectation ratio inc;eases (Oliver, 1997). If
the perceived performance exceedsfa Qustomer’s
expectations, then the customer fgels satisfied. On the
other hand, if the perceived perfbrmance is bellow the
expectations, then the customer féels dissatisfied.

In addition, in forming expectations, consumers use

. . N . .
past experience and nonexperiential information to

2 O 1



et

i
i
i
|
I
I
I
i

construct forecasts of supplier’s|ability to deliver

quality in the future (Anderson, Fornell, & Lehmann, 1994).

This role of expectation is important because the nature of
|

the ongoing relationship. between % firm and its customer .
base is such that expected futurelquality is critical to

i
customer satisfaction as it relates to long-term customer
i
relationships (Anderson; Fornell,| & Lehmann, 1994).
. . . . Lo . .
Disconfirmation. -‘The dlsconfﬁrmatlon paradigm views
|

satisfaction with products and brbnds as a result of two
|

: |
cognitive variables: pre-purchase expectations and

| .
disconfirmation (Oliver, 1997). Disconfirmation refers to

the differences between pre—purc%ase expectations and post-

I

purchase perceptions. Disconfirmﬁtion is determined Jjointly

. |
by the combination of the expectation and actual

|
performance manipulation (Jamal & Nasser, 2002).

There is general consensus that disconfirmation is an

important antecedent of satisfacﬁion. Churchill and
Suprenant (1982), for example, réported that
disconfirmation positively affects satisfaction. That is,
ﬁhe more’customers perceived the product performing better

than they expected, the more they become satisfied. Oliver

(1980) also stated that satisfaction judgments are the
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emerged as an important aspect of satisfying customers‘
(Krishnan, Ramaswamy, Meyer, & Damien, 1999).

Managers in financial servic§s firms are placing
increased emphasis on customer saﬁisfaction to enhance
customer loyalty for long term préfitability and success.
More importantly, the cost of ret;ining existing(customers
by improving the products and ser?ices is significantly
lower than the cost of winning neQ customers (Krishnan,
Ramaswamy, Meyer, & Damien, 1999)4 Consequently, the
managers in this industry are increasingly emphasizing the
important of listening to the voiée of the customers and
the drivers of customer satisfaction because the feedback
from the customers enables firms to identify their specific
needs and efficiently allocate resources to design prodﬁcts
and services that maximize satisfaction (Kekre et al.
1995).

Krishnan, Ramaswamy, Meyer, and Damien (1999) stated
that in the financiél industry, sdtisfaction with product
offering is the primary driver of overall customer
satisfaction. They identified four critical quality
attributes in determining satisfaétion with product

offering: ease of opening and closing accounts, product

variety which enables customers to consolidate services in

23



one place, competitive interest rates and fees, and lucid
information on all products and services. In addition, they
also indicated five key factors regarding customer
satisfaction with automated service deli&ery which are:
system accessibility, functionality, information

accessibility, human assistance, and speed of execution.

Attitude

According to Solomon (2002),’Attitude is a lasting
general evaluation of people (inciuding oneself), objects,
and advertisements. An attitude ié lasting because it tends
to endure over tiﬁe. It is genera% because it applies to
more than a momentary event such és hearing a loud noise,
though you might over time develop a negative attitude
toward all loud noises. Consumers:have attitudes toward a
wide range of attitude objects; from very product-specific
behaviors.

Peter and Olson (2001) definéd attitude as a person’s
overall evaluation of a concept. An ovefall evaluation is
formed when consumers combine knleedge, meanings, or
beliefs about a concept. |

Attitude has three components: affect, behavior, and

cognition. Affects refers to the way a consumer feels about
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|
!
|
1

an attitude object. Behavior involves the person’s
intentions to do something with régard to an attitude

object. Cognition refers to the beliefs a consumer has
’ |

about an attitude objeét.

Attitude Change

The attitude change theory states that attitudes
change when a person receives new information from others
(a cognitive change), through direct experience with the
attitude object (an affective chane), and- when a person is
forced to behave in a way differeét than normal (a
behavioral change) (Traindis, 1971). People will develop
favorable attitudes when they receive and believe that new

|
technology is good or useful for them. Consequently, they
will change their behavior and th?ir attitude towards that
new product, idea, or process.

Attitude can also be changed through persuasion
(Aronson,.E., Wilson, D.T., & Akert, M.R., 2004).
Persuasion is the process of a source attempting to change
the attitude of a target. The efféctiveness of a persuasive
communication depends on aspects of the communicator, or
source of the message, aspects of Ehe message itself (e.g.,
its content), and aspeqts of the aﬁdiencé(Aronson, E.,

Wilson, D.T., & Akert, M.R., 2004). The nature of the
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message plays a role in the persuasion process. Soﬁetimes
presenting both sides of a story-is useful to help change
attitudes. In addition, people aré persuaded more by the

|
strength of the arguments in tﬁe ¢ommunication likewise
they are persuéded more 5y surfacé characteristics, such as
the attractiveness of the speakerkAronson, F., Wilson,
D.T., & Akert, M.R., 2004). People have both the motivation
and the ability tp pay close atteﬁtion to the arguments.
This is likely to occur when the ﬁopic of the communication
is high in personal relevance or Qhen people are high in

the need for cognition.
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CHAPTER THREE

METHODOLOGY

This project employed surveyfresearch by using
questionnaires as an instrument. fhis chapter will detail
the methodology used including sample and data collection

method, questionnaire design, measurement of variables and

data analysis. |

Sample and Data Colliection Method
The samples were online Banking customers of Bank of

Ayudhya Co. Ltd. One hundred fifty questionnaires were

given to the respondents at three!branches in Bangkok,

Thailand (Headquarters office, Plbenchit and Silom) during
the period of March 21, 2005 thro?gh BApril 8, 2005. These

three sites were selected because:of the increased
likelihood of finding a participant in the target group.
. !

The first fifty questionnairés were handed out to

i
customers at the BAY headquarters' office during March 21-

1
25, 2005. The next fifty questionﬁaires were handed out to
customers at the Ploenchit officei'during March 28-31, 2005.

The last fifty questionnaires wer¢ handed out to customers

at the Silom office during April i—8, 2005.
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Questionnaire| Design
To achieve the purpose of th§ study, the questionnaire

was designed to gather relevant iﬁformation to examine
customer attitude and satisfactiog with the Internet

|
banking service. The study also examines the relationship

|
between the frequency of Internet;banking usage and the

demographical data.

The questionnaire consisted of multiple choice,

1
1

checklist and scale questions. Thé questions in the
|
questionnaire were separated into' four parts. In the first

part, the respondents were asked to answer guestions about
customers’ experience with Internét banking‘service such as
the frequency of usage, and the sérvice type of usage. The
second part investigated the respondents’ attitudes toward
the Internet Banking service. This section consisted of
eight questions asking about‘the Eustomers’ opinion about
Internet banking. The Likert.scalé was used to indicate a
degree of agreement or disagreemept. The scale had five
response categories, ranking froml“strongly disagree” to
“strongly agree.” The third part consisted of questions
measuring the satisfaction toward the service. The
customers weré asked to provide a satisfaction measure of

their experience with the Internet banking service on a 5-

\
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I
point scale ranging form very satisfied (5) to very

4

dissatisfied (1). In the final pa#t, the respondents were

asked their demographic profile such as age, gender,

education level and income aiming'to reveal the profile of

Internet banking customérs. i
i

Measurement of Variables
From the Hypothesis, the variables were as follows:
|

H1: Customers’ attitude toward Internet banking
1

. . , R |
service 1s positive.

1
Dependent Variables: Customers’ attitude toward
[
Internet banking service

Independent Variables: The;dimensions of Internet

!
banking service benefits

H2: Customers satisfied with;Internet banking sefvice
!

is positive.
Dependent Variables: Cuséomers’ satisfaction with
Internet banking service
Independeﬁt Variables: -Theiattributes of Internet
ban#ing éervice
H3: The frequency of Interne? banking usage is
éffected~by demographic data.

|
|
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i

Dependent Variables: The 'frequency of Internet
banking usage

Independent Variables: The:demographic data (age,
|
gender, education)

1

Data Entry and Stati?tic Analysis
Statistic Package for the Social Science for Windows
(SPSS for Windows Pfogram) was employed for data processing
and statisticél anélysis;-Aﬁalysis focused on frequencies,

cross-tabulations, one sample trtést, and Pearson’s Product
|

Moment Correlation Coefficient. !
i
|
1
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"CHAPTER FOUR

1
RESULTS,

This study was conducted under the principle guideline
1
of research methodology. One hund#ed fifty questionnaires

were handed out to respondents participating in the survey,

however, one hundred twenty three questionnaires or 82
percent were returned. The data was analyzed using

Statistic Package for the Social Science for Windows (SPSS

for Windows Program). |

|
, |
Respondents Profile

Table 1 shows the gender composition of respondents.

Out of 123 respondents, there weré 66 males or 53.7 percent

and 57 females, an equivalent of 46.3 percent.

Table 1. Respondents Grouped by Gender

Gender ! Frequency Percentage
Male , 66 53.7
Female 57 46.3
Total 123 100.0
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Table 2 of the Respondents Grouped by Age shows that
the age group of 36-45 year olds %epresented the most

frequency, with 29, or 40.7 percent, followed by the 26-35
|

year olds, and 17-25 year olds with a frequency of 44, or
{

35.8 percent, and 25 or 20.3 percént,,respectively. There

[
were 4 respondents or 3.3 percent,who were between the ages

of 46-55 years.

!
Table 2. Respondents Grouped by Age
. i

Age Frequency Percentage
17-25 year olds 25 ; 20.3
26-35 year olds a4 35.8
36-45 year olds 50 40.7
45-55 year olds 4 : 3.3
\
Total 123 ; 100.0

Table 3 shows the level of the respondents’ education.
|
The majority of the respondents or approximately 66.7

percent had a bachelor’s degree. ihe respondents who

possessed a master’s degree were 34 or 27.6 percent, while

the total number of high school diploma or less was 7, or

5.7 percent. ‘
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Table 3. Respondents Grouped by Education
1

Education Fréquency Percentage
High school diploma or less ; 7 5.7
|
College graduated ' 82 66.7
Master’s degree :34 27.6
Others I
Total :123 100.0

Table 4 of the Respondents Group by Monthly Income
shows that a majority of the respondents (40.7 percent)
reported mohthly income in the raﬁge of 10,001-20,000 Baht

followed by 38.2 percent of the respondents with a monthly

. |
income within the 20,001-30,000 Baht range and 8.9 percent

of the respondents with a monthly ﬁncome of 10,000 Baht or

less. The group with a monthly income of 40,001 - 50,000
Baht came in fourth with 7.3 percent. The last group is the
respondents with 30,001-40,000 Bath monthly income,

l

representing only 4.9 percent.
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Table 4. Respondents Grouped by Monthly Income

~Monthly Income Fréquency Percentage
10,000 or less ' 11 8.9
10,001-20,000 ?50 40.7
20,001-30,000 j47 | 38.2
30,001-40,000 6 4.9
40,001-50,000 1 9 7.3
Total | 1123‘ 100.0

{
1
|
i

Respondents’ Experience w;th KrﬁngsriOnline

The respondents grouped by length of time using
. |
KrungsriOnline shows that users of the service for a period
(

of 6 months to 1 year scored the ﬁost with a frequency of

i

44, or 35.8 perceht, followed by a period of more than 1

year with 33.3 percent, and lastly 26.3 percent had used

the service for less than a month. There were 18
[

respondents or 14.6 percent who weére the users from 1-6
1 .

months (see table 5). ‘
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Table 5. Respondents Grouped by Length of Time Using

KrungsriOnline
Period being Frequenci Percentage

Company’s Customer i
Less than 1 month 20 | ' 16.3
1-6 months | 18 14.6
6 months-1 year 44 : 35.8
More than 1 year 41 ; 33.3
Total 85 100.0

\

Table 6 shows the frequency per month of using
1

KrungsriOnline, the result shows that the majority of the

respondents (56.1%) use Krungsrioﬁline 2-3 times per month.

Only 25.2% of the respondents use:KrungsriOnline 4-7 times
i

per month while 18.7% of the respondents only use once a

month. ]
1

Table 6. The Frequency per Month éf Using KrungsriOnline

i

Frequency Percentage
1 time ~ 23 18.7
2-3 times i69 56.1
4-7 times :31 25.2
Total 123 100




It appears from the answers of the respondents to

question 4 of part 1 about Intern%t usage (table7.), the

I
major services which respondents use are

balances, view account history, followed

statement, pay bills, and transfer funds.

Table 7. The KrungsriOnline Usage:

|

checking account

by view and print

Frequency Percentage
Yes! No | Yes No
Check account balances 123; 0 100 ' 0
View account history 1235 0 100 0

' r

View and print statements | 104 19 84.6 15.4
Transfer funds 55; 68 44 .7 55.3
Make loan payments 4 119 3.3 96.7
Pay bills 741 49 60.2 =~ 39.8
Request stop payment 27| 96 22.0 78.0
Check exchange rate 16 107 13.0  87.0
Wire Transfer O: 123 0 100.0
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Attitude toward KrungsriOnline
Table 8 shows customers’ att?tude toward Internet
banking service. We can analyze customers’ attitude toward
|

KrungsriOnline by the eight statements in the gquestionnaire

of 123 respondents as follows:

e KrungsriOnline is very usefui. - The respondents with
“Neither agree nor disagree”iis the greatest frequency
with 52.8 percent following gy “strongly agree” 28.5
percent. The “agree” and “diéagree” are 17.9, and 0.8

percent. The average score fbr the comments is 3.74,

considered as highly agreed éttitude.

¢ KrungsriOnline helps you save times. — Respondents
|

with “agree” is the greatest frequency at 47.2
percent. The .groups of “stro%gly agree,” and “Neither
agree nor disagree” are 36.6, and 16.3 percent
respectively. The average scbre for the comments is
4.20, considered as highly %greed attitude.

e KrungsriOnline is more conveﬁient than tradition. -
The respondents with “agreeﬂ is the greatest frequency
with 74.0 percent following ﬁy the “disagree” of 16.3

percent. The groups of “strongly agree,” and “Neither

agree nor disagree” are 2.4, and 16.3 percent
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respectively. The average scére for the comments is
3.63, considered as highly aéreed attitude.
KrungsriOnline transactions @ave lower cost. -
Majority of respondents answgred “Neither agree nor
disagree” by approximately 6%.5 percent. The groups of

“agree” and “disagree” are 30.1 and 2.4 percent

(
1

respectively. The average score for the comments is
|

3.28, considered as neutral attitude.
]

KrungsriOnline provides responsive service. -
|

Respondents answered the most with “Neither agree nor

disagree” at 63.4 percent, followed by the “agree” of
’ |

31.7 percent. The groups of “disagree,” and “strongly
|

agree” are 4.1 and 0.8 percent respectively. The

average score for the comments is 3.29, considered as

neutral attitude.

t

i
KrungsriOnline provides up to date information

service. — Respondents answered the most with “Neither
agree nor disagree” at 48.8 percent, followed by the
“agree” of 35.8 pefcent. Thejgroups of “strongly
.agree,7 and “disagree” are.9L8 and 5.8 percent. The

average score for the comments is 3.50, considered as

highly agreed attitude.
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1
s KrungsriCnline provides accu#ate information. -

1
Majority of respondents answered the most with

“Neither agree nor disagree”iat 63.4 percent. 46.3
|

percent of respondents agreed with this statement. The
. |

L. .
average score for the commenFs is 3.46, considered as
!
i
1
® KrungsriOnline has more flexible ways to search
|

neutral attitude.

information. - The respondenﬁs with “agree” is the

I
greatest frequency with 66.7,percent. The groups of

“Neither agree nor disagree,”’ and “disagree” are 30.1
1

and 3.3 percent, respectively. The average score for
|

the comments is 3.63, considered as highly agreed
|

attitude.

Customers’ Satisfaction ,with KrungsriOnline
i
Respondents were asked to rate how satisfied they
were with KrungsriOnline. From table 9, it can be explained

that customers’ satisfaction with:KrungsriOnline from

questions 13 - 20 by 123 respondents as follows:

e Usefulness of information. Réspondents answered the
most with “satisfied” by approximately 38.2 percent’
followed by the “neutral” of'36.6 percent. The groups

|
of “completely satisfied,” aﬁd “dissatisfied” are

I
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23.6, and 1.6 percent respectively. The average score

of satisfaction is 3.84, considered as highly

}
satisfied. |

|
Ease of finding information.!The result showed that

majority of respondents satiéfied with approximately

58.5 percent. Followed by the group of “neutral,” and
!

“dissatisfied” are 3.01, and 11.4 percent,

respectively. The average Scére of satisfaction is

|
3.47, considered as satisfied.

: |
Organization of the website. /Respondents answered the

most with “satisfied” by appﬁoximately 44.7 percent.
Followed by the group of “ne@tral,” and “dissatisfied”
are 31.7, and 23.6 percent. fhe average score of
satisfaction is 3.21, considéred as moderately

satisfied.

Available products on the weﬁ site. Respondents
answered the most with “neutral” by approximately 75.6
percent followed by the “satisfied” of 24.4 percent.
The average score of satisfacﬁion is 3.24, considered

as moderately satisfied. |

Transaction accuracy. Respondents answered the most
I

with “satisfied” by approximately 60.2 percent
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followed by the “neutral” o0f!39.8 percent. The average

score of satisfaction is 3.60, considered as

satisfied. [

User friendliness. Respondents answered the most with
!

“satisfied” by approximately 64.2 percent followed by

the “neutral” of 35.8 percent. The average score of

satisfaction is 3.64, considered as satisfied.

Transaction benefits. Respon@ents answered the most

with “satisfied” by approximately 55.3 percent
. |
followed by the “neutral” of .44.7 percent. The average
|

score of satisfaction is 3.55, considered as

satisfied.

1

1
|

Overall satisfaction. Respondents answered the most

with “satisfied” by approximately 55.3 percent
followed by fhe “neutral” of '44.7 percent. The average
score of satisfaction is 3.72 considering as highly

|

satisfied.
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Table 8. Customer Attitude toward.KrungsriOnline

Opinions
|
!
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Is very useful 0 1/0.8 65/52.8: 22/17. 35/28.5 .74
{
Help you save 0 0 20/16.3'| 58/47. 45/36.6 .20
time g
Is more 0 20/16.3 | 9/7.3 | 91/74. 3/2.4 .63
convenience '
1 than the !
tradition )
banking |
I
Lower cost 0 3/2.4 83/67.5| 37/30. 0 .25
transactions '
|
Provides 0 0 78/63.4 | 39/31. 1/0.8 .29
responsive
service
Provides up to 0 7/5.7 60/48.8 | 44/35. 12/9.8 .50
date ’
information
Provide 0 0 66/53.7 | 57/43. 0 .46
accurate
information
Has more 0 4/3.33 | 37/30.1 | 82/66. 0 .63
flexible ways
to search for
information




| :
Table 9. Customer Satisfaction toward KrungsriOnline
|

Opinions |
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|
N/% N/% N/% ;. N/% N/$%
Usefulness 0 2/1.6 45/36.6 %7/38.2 29/23.6 | 3.84
of ' .
information .
i
Ease of 0 14/11.4 | 37/30.1 ]2/58.5 0 3.47
finding I
information i
|
Organization 0 29/23.6 | 39/31.7 | 55/44.7 0 3.21
of the !
website
L
Available 0 0 93/75.6 | 30/24.4 0 3.24
products on
the website
Transaction 0 0 49/39.8 14/60.2 0 3.60
accuracy i
User 0 0 44/35.8 | 79/64.2 0 3.64
friendliness
Transaction 0 0 55/44.7 6i8/55.3 0 3.55
benefits
Overall 0 0 35/25.8 87/70.7 1/0.8 3.72
satisfaction
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Hypothesis Testing

In this study, three hypotheées were tested.

H1:

Testing

Hoi

Customers’ attitude toward Internet banking
|

service is positive.

|

Customers satisfied with Internet banking service
: |
is positive.

'
1

The frequency of Internet banking usage is

affected by demographic 'data.

i
1

!
Customers’ attitude toward Internet banking
o

service is negative. (u < 3)

Customers’ attitude towdrd Internet banking

service is positive. (u.> 3)

|

By using the data on question 5-12, the t-test

statistical analysis is used to tést4the hypothesis (see

table 10).
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Table 10. T-test Statistical Analysis for Hypothesis 1

: ,
Table 10 shows T-test statistical analysis for

1
|
Test Value = 3
|
|
1 95% Confidence
: Interval of the
| 0
The internet Sigi bifference
. {
banking service teal Df (2-tailed) |- Mean Lower Upper
f
|
Is very useful 9.266 122 .009 3.74 .58 .90
I
Save time 19.042 122 .000 4.2 1.08 1.33
| .
More convenience |
than traditional | 8.867 122 .000 3.63 0.49 0.77
banking }
! N
Have lower cost 6.121 122 .000 3.28 0.19 0.37
[
Provides i
|
responsive 5.858 122 .000 3.29 0.19 0.39
’ |
service_ i
|
Provides up to |
7.327 122 .000 3.5 0.36 0.63
date information }
Accurate ?
10.265 122 .OOQ 3.46 0.37 0.55
information i
|
Flexible ways to |
' l
search for 12.852 122 000 3.63 0.54 0.73
|
information 1
1
!
|

hypothesis 1. The results show that the mean attitude

i
|
45 |
|
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' {
rating excéeds 3.0, the neutral value on a five-point

scale, at a significance level ofla = 0.05. We will reject

null hypothesis when tcai > to.05, 122 (1.66).

Hp: Customers’ satisfaction with Internet banking

i

service is negative. (n.< 3)

Hr: Customers’ satisfaction with Internet banking

service is positive. (p‘> 3)

Table 11. T-test Statistical Analysis for Hypothesis 2
l

Te§t Value = 3
|
_ 95% Confidence
!
Interval of the
, ! Difference
The internet Sig.
banking service teal Df (2-tailed) Mean Lower Upper
I
Usefulness of '
11.56 122 .000 3.84 .58 .90
information '
!
Ease of finding :
7.543 122 .OOP 3.47 1.08 1.33
information
t
Organization of - ;
2.923 122 .000 3.21 0.49 0.77
|
the website |
|
Available products | s 93 | 157 .000 3.24 | 0.19 0.37
|
on the website ;
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Table 11. T-test Statistical Analysis for Hypothesis 2

(Continue) !
!
Test Value = 3
{
1
95% Confidence
! Interval of the
1
| .
The internet Sig. bifference
banking service teal Df (2-tai?ed) Mean Lower Upper
|
Transaction |
13.574 122 .000 3.60 0.19 0.39
accuracy i
I
User friendliness 14.8 122 000 3.64 0.36 0.63
|
Transaction |
12.282 122 000 3.55 0.37 0.55
benefit .
f
Overall .
17.186 | 122 OOb 3.72 0.54 0.73
satisfaction !

Table 11 shows T-test statistical analysis for
hypothesis 2. From the table 11, we test the hypothesis
|

that the mean satisfaction rating:exceeds 3.0, the neutral

value on a five-point scale, at a,significance level of a =
i

0.05. In addition, tca1 > to.os, 122 (1.66), therefore, the null
hypothesis is rejected which mean? customers ‘satisfaction

with Internet banking service is @ositive.
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Ho: The frequency of Internét banking usage is not
affected by their demographic data.
Hs: The frequency of Internet bénking usage 1is
affected by demographicédata.
Hiz.1: The frequency of Ipternet banking usage is
affected by age.
H3.»: The frequency of I$ternet banking usage is
affected by gender;
H3z.3: The frequency of Internet banking usage is
affected by education.
H3.4: The frequency of Internet banking usage 1is
affected by incomei
H3.5: The frequency of Ibternet banking usage 1is
affected by occupation.
|
Table 12. Correlation between the, Frequency of Internet
Banking Usage and Demographic Data
|
The frequency of Intgrnet Pegrson’s Sig.
banking usage . : R
versus :
Age ;.224 .013
Education %.133 .143

{
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l
Table 12. Correlation between the'Frequency of Internet

Banking Usage and Demog%aphic Data (Continue)

|

The frequency of Internet Pearson’s Sig.
banking usage : R
|
versus '
Average monthly income ;229 .011
Occupation '. ' Ll89 .036
|

The Pearson Product Moment Cérrelation is used to

|
explain this correlation between the frequency of Internet
t

banking usage and demographic data. Five demographics were
tesﬁed, including age, gender, le?el of education, income

and occupation. From table 11, the results show that the

. | .
frequency of Internet banking usage is correlated to age (r
|

= .224) at the level of significance 0.05. The results
indicated that the older the respbndents, the greater the

frequency of Internet banking usage. The results also

showed that the frequency of Internet banking usage is

correlated to average monthly income (r =" .229) at the

|

level of significance 0.05 which means the higher in
B |

monthly income, the greater the frequency of Internet
{

|
banking usage. Moreover, the results showed that the

frequency of Internet banking usaée is correlated to
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|
occupation (r = .189) at the level of significance 0.05.
The results indicated that the better the occupation of the
respondents, the greater the frequency of Internet banking

usage. Then we accept hypothesis 3.1, 3.4, and 3.5.

However, the results showed that the frequency of

Internet banking is not correlated to gender (r = -.166)
and education (r = -.133) Hence, we reject hypothesis 3.2
and 3.3.
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|
CHAPTER F#VE

|
CONCLUSIONS AND RECOMMENDATIONS

This study has investigated customers’ attitude and
|

satisfaction toward Internet bank%ng service of BAY. Data

| :
was gathered through the completion of questionnaires by

online Banking customers of Bank of Ayudhya Co. Ltd. One

1

hundred fifty questionnaires were given to the respondents
|
at three braches in Bangkok, Thaiiand (Headquarter office,

Ploenchit and Silom) during the périod of March 21, 2005

through April 8, 2005.

Demographical Data éf the Samples

Of the 123 total respondents, they were comprised of
|

53.7 percent male and 46.3 percent female. Majority of the

respondents are in the age range bf 36-45. Most of them had
. ’ |
bachelor degrees and followed by those with the master’s
' f
degrees. Most of them had average monthly income between

10,000-20,000 Baht and followed by the group with 20,000~
30,000 average monthly income. Iﬁ addition, most of them

were employed.
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Respondents’ Ex?erience

The results indicate that 35%8 percent of the
respondents have been using the Iﬁternet banking service
between 6 months to 1 year followéd by 33.3 percent with
more than 1 year experience in using this service. Majority
of the respondents use Internet banking 2-3 times a month.
The major services which the respgndents use are check
account balances, view account hi§tories, and view and
print statements. About half of tbe respondents use this
electronic service to pay bills, énd transfer funds between
accounts. Others types of service; were used by only a few
respondents such as loan payment,' stop payment and wire

transfer. BAY should increase promotion on these Internet

|
banking services in order to increase Internet usage.

Attitude toward KﬁungsriOnline
The respondents’ attitude téwards the Internet banking
service was one of moderate approval. A majority of the
respondents agreed that this serfice helps them save time
i
and is more convenient than tradition banking, followed by

those who agreed that Internet banking provides up to date

information.
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i
Customers’ Satisfaction with KrungsriOnline

The customer satisfaction with the Internet banking

service was concluded to be in the high degree; The

respondents were most satisfied with the usefulness of
information and followed by transaction accuracy, and
transaction benefit (cost and timé saving). The respondents

were least satisfied with the orggnization of the website.

|
In order to increase customer satisfaction, Internet

banking designers should improve the website organization

so customers can easily follow the website instruction.

1

1
Correlation between the Frequency of Internet

Banking Usage and Demographic Data
. {

The frequency of Internet bénking usage is correlated
|

[
to age, average monthly income, and occupation. The results

showed that the frequency of Internet banking is not

|
correlated to gender. Surprisingly, the results showed that

the frequency of Internet banking is not correlated to

education. i

Limitations and Rebommendations
There are some possible limitations that may have
affected the findings in this study. First, in regard to

the respondents, this study used:a convenient sample of
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1
|

only 123 customers in Bangkok. Liﬁitations such as
generalization might.occur. Given}the potentially
relatively small sample size due.ﬁo time limitations, the
goal of future survey research shéuld utilize an increased
sample size in order to reduce gegeralization nature and
increase the reliability of the survey findings. Second,
respondents may have hesitated tojgive their honest answers
or ratings because of the uncerta;nty regarding how the
information may be used in the fuiure. Respondents may
- intentionally miéreport theirs anbwers because of a desire
to provide_socially acceptable aﬂswers, or please the
interviewer.

Further research may investigate satisfaction of the

i

corporate customer.or the factor% that influence corporate
customer adoption. Gaining such the information may help
create better relationships betwéen the bank and corporate
customers, or may result in highér switching costs. Through
these, the Internet banking may 5e able contribute to
grater customer loyalty, which is$ critical in the

competitive banking industry.
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APPENDIX A
|
SAMPLE OF QUESTIONNAIRE

|
|
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QUESTIONNK#RE
Partl: Customer’s experience witthnternet Banking Service
1. How long have you been banking:with Bank of Ayudhaya?
Less than 6 month : 1 year to 2 year
6 months to 1 year . More than 2 year

2. How long have you been using Internet Banking Service
(KrungsriOnline) ? ' '

Less than 1 month L 6 months to 1 year

1 to 6 months , More than 1 year

3. In a typical month, how often do you use Internet

|
Banking Service (KrungsriOnline)?
|

1

1 time 8 to 10 times

‘ |
2 to 3 times More than 10 times

‘
4 to 7 times [

|
4. What banking tasks do you perform using KrungsriOnline
|

(check all that apply)

Check account balanceg

View account historieé

View and print statement

Transfer funds between your accounts
|

Make loan payments

Pay your bills with Bill Pay

Request stop payments'
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Check exchange rate 1

Wire Transfers
|
{
Part2: -Attitude toward Internet Bénking Service
|
Please indicate how much you agree or disagree with each
i

the following statements '

of

1= Strongly disagree 2= Disag#ee 3= Neither agree-
nor disagree 4= Agred 5=Strongly agree
|
i
The Internet Banking (IB) 1 2 3 4 5

5. The IB service is very useful.

6. The IB helps me save times.

7. The IB is more convenience
than the tradition banking.

8. The IB transactions have lower
cost. ‘

9. The IB provides responsive
service.

10. The IB provides up to date
information.

11. The IB provides accurate :
information. .

12. The IB has more flexible ways
to search for information. i
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!
i
i
i
i
i

Part3: Satisfaction toward Internet Banking Service

Please indicate how much you satiSfied or dissatisfied with
|

each of the following statements

i
1= Completely dissatisfied 2= Dissatisfied 3= Neutral

4= Satisfied 5= Completely satisfied

1
1

The Internet Banking (IB) 1 ' 2 3 4 5

13.Usefulness of information

14.Ease of finding information

15.0rganization of the web ;
site

16.Available products on the i
website ’

17.Transaction accuracy

18.User friendliness

19.Transaction benefits{ time
and cost saving) :

20.0verall satisfaction
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Under high school

General information.

High school

Bachelor degree

Part 4:
21. Age
17-25
26-35
36-45
22. Gender
Male
23. Education
24.

25.

!

Master degree

Doctoral degree

[
Average monthly income (Baht)

10,000
10,001
20,001
30,001
40,001
50,001
70,001

Higher

Occupation

or less

20,000
30,000
40,000
50,000
70,000
100,000

than 100,000

Student-

Employee

Executive

i
I
|
|
|
I

[

Self-Employed
Professional

Others (Please

specify)



UUUFDUNIY
|

1 1 o
dwfi 1: Uszaumsalnnmslyd Internet Banking Service

. i
1. aaldusmsdumesumsuuuls? f
(
i
fosnin 6 Hou 6 o - 13
|
|

:ll’lﬂﬂ’h 29

2. 9ulduims Krungsrionline fumeswmsmuumils?
osnd 1 ifou '1-6 ifiow

6 hou — 11

9

' J

1 N9 2-3 A59
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4-7 159 © 8-10 A59
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110N 10 ASY
{

: I
a . . 3 y_4 Y
4. qulduims Krungsrionline ludwladhe ? (Aenmeunndenguly)
|

Check account balancés

View account histories
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I
1
4
|

View and print statemeﬁt

Transfer -funds betweenlyour accounts
Make loan payments 5

Pay your bills with Biil Pay
Request stop payments

Check exchange rate

i
!
|
t

|
I

Wire Transfers
|

|
!

' 1 a =] ' .
AN 2: anuAAUAMIl¥ Internet Banking Service

9
Tsauaasanuaamiulusindosen dsdelld |

(1=ugan, 2 =18, 3 =1hunais, 4=, 5 = aun)

The Internet Banking (IB)

5. The IB service 1is very useful.

6. The IB helps me save times.

7. The IB is more convenience '
than the tradition banking.

8. The IB transactions have lower .
cost.

9. The IB provides responsive

10. The IB provides up to date

|
|
|
|
service. |
!
i
information. !

|
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11. The IB provides accurate
information.

12. The IB has more flexible ways

to search for information.

dwf3: anuianelennmsld Internet Banking Service

3
Tdsauaasanudamiuluidedie aedelii

T a oA v
(1= lifiudwedegs 2= lumiudie 3= 1o

] [~ " A
4=Wiudie  S=udI09619849)

The Internet Banking (IB)

-

13.Usefulness of information

14 .Ease of finding information

15.0rganization of the web
site

16.Available products on the
website

17 .Transaction accuracy

18.User friendliness

19.Transaction benefits( time
and cost saving)

20.0verall satisfaction




21.

22.

23.

24.

- Tisassymaueaniue

|

|

Yoyasialy :
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17-25 26735
i

36-45 46-55

1NN 55 .

%18 N9

k4
Tilsaszymsfnugegaueritug

Aseunsemn : Iroufn
- _ |
!
UTyaNn3 sy In
5gauen

Y
510 18nofou (U1n)? :

10,000 #3ativani i

10,001 - 20,000
20,001 - 30,000

30,001 — 40,000 |
40,001 — 50,000
50,001 — 70,000
70,001 ~ 100,000 |

AN 100, 000 !
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