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Abstract

The purpose of this research is to study 1) the differences of demographic factors
affecting the customers' satisfaction in mobile banking service, 2) behavior of using mobile
banking services in relation to satisfaction in using mobile banking services and 3) marketing
mix factors and technology acceptance factors affecting consumer satisfaction in mobile
banking services of users in Bangkok. The data were collected by using questionnaires with a
total of 385 samples who use mobile banking services in Bangkok. The study were analyzed
by descriptive statistics and inferential statistics, including Independent Sample t-test, One-
way ANOVA, Pearson Product Movement Correlation Coefficient and Multiple Regression
Analysis. The results found that 1) Users who had different sex, age, education level,
occupation and monthly income had different satisfaction in using mobile banking. While the
users who had different status, did not affect the satisfaction in using the service differently.
2) Service usage time and frequency of service usage per month were associated with low
level and same direction to the satisfaction of mobile banking. While the period time of usage
and the type of transaction did not correlate with the satisfaction of using mobile banking
services. 3) Marketing mix factors in the aspect of distribution channels (£ = 0.248) affected
the most impact on the satisfaction of using mobile banking services, and then products (4=
0.177) and price (f = 0.145), respectively. Finally, 4) Technology acceptance factors in the
aspect of perceived benefits (£ = 0.335) affected the most impact on the satisfaction of using
mobile banking services, and then ease of use (f = 0.281) and attitude toward using (S =
0.217), respectively. The research results will be used to formulate marketing strategies, and
to developing new innovations of mobile banking services which make users feel confident in
the security and cause continuous usage even more.
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