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School, Srinakharinwirot University. Project Advisor: Dr. U-maporn Kardkarnklai.

With an increasing competition in the banking service, Integrated Marketing
Communication (IMC) is one of the marketing communication tools used to achieve a
competitive advantage. The purposes of this study are 1) to identify the most effective
Integrated Marketing Communication (IMC) tools in the banking service and 2) to investigate
the factors that influence customers to make use the service provided by bank customer
service. The data were collected by means of questionnaires distributed to 105 regular
customers who were engaged in banking service of the Departments of Currency Exchange
Service (CES) and International Funds Transfer Service at the three Thai commercial banks

comprising Bangkok Bank, Kasikorn Bank, and Siam Commercial Bank.

The findings showed that the three most effective IMC tools in banking service were
quality of bank customer service, followed by advertising and sales promotion. The factors
which most influenced the customers in using the banking service were its reputation, followed
by its convenient location and good service experience. Therefore, the quality of service was
the most effective IMC tools and the important factor that influenced customers in using
banking service which would be beneficial for improving customer service at Thai commercial

banks.
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CHAPTER 1

INTRODUCTION

Background of the Study

Over the past decade, integrated marketing communication (IMC) has played an
increasingly important role in service industries (Belch and Belch, 1998). IMC is designed to
synthesize various marketing aspects, such as advertising, sales promotion, public relation,
technology, and direct marketing (Belch and Belch, 1998). It has gained popularity among
the public and private sectors as a means to communicate with prospective customers. An
excellent example come from an IMC program at one of Hewlett-Packard’s (HP), software
engineering divisions, whose workshop implementation helped employees gain a better
understanding of their customers by providing valuable input to a company. The
organization solved transition problem for customers by developing multiple applications of
company software (Lindell, 1997). In another example Imperial Tobacco Limited (ITL)
successfully applied key IMC processes to construct brand image and gain greater brand
equity in Canada (Brad, 2005). The IMC plan can also help marketers gain better
understanding of customers’ need while effective communication can help marketers plan
strategies and tactics to improve customers’ operation system.

Modern banking encounters many challenges such as regulation, intensifying
competition from non-bank financial service firms, internationalization of the banking market

and continuing innovations in technology and automation (Rose, 1999). Therefore, each



bank must strive to increase its revenue and market share to stay in business. The table 1

below indicates the market shares of the top ten Thai banks.

Table 1 Top Ten Thai Banks with Highest Market Shares

Top Ten Thai Banks with highest market shares (as of 31 October 2008)

Thai Banking Market Share
(%)
1. Bangkok Bank PCL, 20.27
2. Krung Thai Bank PCL. 16.73
3. Siam Commercial Bank PCL. 14,54
4. Kasikorn Bank PCL. 13.82
5. Bank of Adyudhaya PCL. 7.98
6. Thai Military Bank PCL. 7.15
7. Siam City Bank PCL. 5.59
8. Thanachart Bank PCL. 417
9. United Oversea Thai Bank PCL. 2.58
10. Bank Thai PCL. (CIMB) 2.56

Source: Money & Banking Magazine, December 2008, p.267

Faced with intense competition, banks require new and effective approaches to their
services through various marketing channels. One marketing strategy is marketing
communication. Many banks have already implemented an IMC plan to improve and
modernize their businesses by integrating various strategies to enhance their reputation.
Kasikorn Bank (KBank) introduced a new brand image by re-engineering its information
technology process to become a leader in innovation. Siam Commercial Bank (SCB) has
increased public relations and advertising, and plus they are continually establishing more

branches to serve customers’ demands more efficiently.



Integrated marketing communication (IMC) is becoming indispensable for the

service operations of all service companies. Researchers in various businesses have

explored whether using IMC tools resulted in improved service quality. Lee (2007) studied

the attempt of retails banks to increase customers’ lifetime value through service

innovations such as integrated banking. Lee found that adoption of the plan enhanced the

effectiveness of customer segmentation and targeting efforts. Grove, Les Carlson, and

Dorsch (2002) studied the addressing services’ intangibility through IMC; found that IMC

was more important when used with tangible services such as lawn care and hairdressing

than with intangible services such as education, retailing, and banking. As a result of these

studies, researchers are now investigating the effectiveness of IMC tools in banking.

Technology, advertising and service are three IMC tools that Thai commercial banks

use in customer services to enhance their brand images. KBank designed re-engineering

process technology and banking service (Kasikorn Bank, 2005). K-Excellence logos at

branches assure customers they will receive the services they expect and the branch will

serve as a one-stop venue to meet all of their financial service needs.

SCB applied IMC tools (public relations and advertising) by promoting the slogan

“The Premier Universal Bank” with financial strength and flexibility to serve all customer

segments. Saengruang (2007) found that IMC greatly influenced SCB customers through

employee expertise, corporate media, sales promotion, Internet and outdoor media that

increased the bank’s image and brand loyalty.

In summary, IMC integrates many marketing activities. It can be a valuable tools for

banks to cope with high competition. The effectiveness of an IMC plan can help an

organization remain profitable and vibrant as it can communicate more effectively with



target customers to achieve the goals of the organization. In this study, advertising, sales
promotions and service were explored to determine the effectiveness of IMC tools in
customer service at Bangkok Bank Public Company Limited, Siam Commercial Bank Public

Company Limited and Kasikorn Bank Public Company Limited.

Objectives of the Study

The objectives of the study are as follows:
1. To explore the benefits that the banks received by applying each IMC tool on
service operations.

2. To investigate what IMC tools were the effective for banking services.

Research Questions

The researcher aims to answer the two primary questions:
1. What was the effectiveness IMC tool in the service operations of Thai banks
(KBANK, SCB, and BBL)?

2. What factors influenced customers’ decision to use the banking services?

Significance of the Study

This study provided useful information on the effectiveness of IMC tools towards
customer service operations in currency exchange service (CES) and international funds
transfer service (IFCS) department at Thai commercial banks. The results of this study

provide IMC tools for bank managers and sales officers to plan and improve the quality of



their services. This study is also useful for services industries and companies interested in

applying IMC to improve or enhance their businesses.

Scope of the Study

Three Thai commercial banks (BBL, KBank, and SCB) headquarter. Data were
obtained from banks’ customers who used services provided by foreign currency exchange
and international funds transfer service department at those banks. This study focused on

IMC tools consisting of advertisement, sales promotions and service.

Definition of Terms

The definitions of terms used in this study are as follows:

Integrated Marketing Communication Tools (IMC)

IMC tools in this study refer to advertising, sales promotions and services in banking
service operations.

Banking Service

Banking service refers to the departments of currency exchange service and
international funds transfer service departments provided by Bangkok Bank, Kasikorn Bank
and Siam Commercial Bank.

Currency Exchange Service (CES)

Currency exchange service is a form of banking service offered for customers

(Thais and foreigners) who wish to exchange foreign bills for local currency.



International Funds Transfer Service (IFTS)

International funds transfer service is for customers who wish to remit money

transfers (inward and outward) for the purpose of travelling, education, business, trade or

finance.

KBANK

KBank is the abbreviation for Kasikorn bank.

SCB

SCB is the abbreviation for Siam Commercial Bank.

BBL

BBL is the abbreviation for Bangkok Bank.



CHAPTER 2

LITERATURE REVIEW

This chapter presents a review of literature regarding the importance of integrated
marketing communication (IMC) plans on service operations, the application of IMC in
banking service operations, the relationship between IMC and bank customer services, and

the use of IMC tools in banking service.

Integrated Marketing Communication and Its Evolution

Firstly in this section, the researcher reviewed the definitions of IMC. Secondly,

a view of the evolution of IMC is examined.

Definition of IMC

Many different definitions of IMC have been put forth over the years. Two important
writers on this subject are Schultz and Lake. Schultz (2008) defined IMC during his meeting
with The American Marketing Association as a planning process designed to assure that all
brand contacts received by a customer or prospect for a product, service or organizations
are relevant to that particular person and remain consistent over time. This process
includes many online (e-marketing, affiliates, e-bay) and offline (newspapers, brochures,

magazines, radio, and television, etc,) marketing channels.



Lake (2004) defined IMC as a marketing plan designed to make all aspects of
marketing communication (such as advertising, sales promotion and public relations) work
in unison, rather than permitting each to work in isolation.

Overall, IMC is a marketing plan that is advantageous for effective management of
on-line and off-line communications channels. Many organizations carefully integrate and
coordinate many communication channels to deliver a clear, consistent, and compelling

message concerning the organization and their products.

Evolution of Integrated Marketing Communication

IMC begins with the development and coordination of a marketing mix. Many
organizations adopt an IMC plan to integrate many communication channels with a clear,
consistent and compelling message delivered to customers (Lesinski, 2007). The plan
coordinates all components of the marketing mix: prices, products, distribution methods,

and promotions as shown in figure 1.

Product — Price N Promotion =) Distribution
YA NN
Advertising Consumer Personal
Promotions Selling
y
Direct Public
Marketing Relations

Figure 1:Traditional Marketing Mix

Source: Clow and Baack. (2002). Integrated Advertising, Promotion, and Marketing

Communications: Integrated Marketing Communication. p. 9.



The marketing mix is the starting point of IMC planning. Promotion is the first
component of the marketing mix containing series of five other marketing functions:
advertising, consumer promotions, personal selling, direct marketing and public relations.
Traditionally, promotional activities included advertising, sales promotions and personal

sales. However, the four components of the marketing mix must blend together.
Advertising Personal

Selling
ﬁ Consistent, clear, and
I::> compelling organization

and products messages

Sales Public
Promotion Relations
Direct
Marketing
IMC Process

Figure 2: Carefully Blended Mix of Promotion Tools

Source: Lesinski: 2007 Integrated Marketing Communication strategy. p.543.

Lesinski (2007) stated that IMC involves a target audience and a well-coordinated
promotional program to elicit desired responses. The communication process should begin
with an audit of all potential interactions that target customers may have with the product
and organization. Therefore, each stage of the program helps marketers understand and
reach customers effectively.

In summary, the marketing mix is the foundation of marketing. By offering the
product with the right mix, marketers can enhance their outputs and marketing

effectiveness. IMC, the development of the marketing mix, combines information technology
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via online and offline channels. It helps marketers build closer relationships with customers

and keep close track of their needs.

Application of IMC in Banking Service Operations

In this section, the application and effectiveness of integrated marketing
communication (IMC) tools are discussed. To provide useful background information
relevant to the present research, this section focuses on advertising, sales promotions and

services.

Application of Integrated Marketing Communication Tools

The application of IMC is an art of marketing communication strategy and
technology to reach the organizational goal. Therefore, there are many different ways to
approach the task, for example through advertisement, public relations, promotion,
technology information, and interactive technology. Wongmonta (2007) defined IMC as tools
to achieve the target consumer via many channels of marketing tools (via online and offline

channels).
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Table 2 Application of IMC as a Marketing Communication Tools

1. Advertising (e.g., TV, magazine, 12. Packaging center
newspaper) 13. Service
2. Personal Selling (e.g., seller) 14. Employee
3. Sales Promotion 15. Packaging
4. Public Relation (PR) 16. Transit (e.g., truck, motorcycle, car
5. Direct Marketing 17. Signage (e.g. posters, cutout, billboard,
6. Event Marketing (e.g., contest, electric specula)
competition, celebration) 18. Internet
7. Display (e.g., selling point, automation) 19. Merchandising

8. Showroom

9. Demonstration center (e.g., stimulation) 20. Licensing
10. Seminar (e.g., brand contacting point) 21. Manual
11. Exhibition (e.g., brand contact) 22. Other (e.g., SMS, MMS)

Source: Wongmonta (2007) Integrated Marketing Communication. p.10.

Table 2 shows the IMC tools via online and offline channels. The researcher
explored the effectiveness of IMC tools used in customer service operation of Thai banking
services. In this study, the researcher chose advertising, sales promotion and services used
for Currency Exchange Service and International Funds Transfer Service Department of

Thai banking services (BBL, KBank, and SCB).

Advertising

Advertising is one part of IMC and is one focus of the present research. Advertising

is a form of communication that attempts to persuade customers to purchase or consume a



12

product or service. Advertising is designed to increase the number of customers through the
creation and reinforcement of brand image and brand loyalty (Wernick, 1991).

Thai commercial banks use advertisements for delivering a creative message and
building brand reputation via newspapers, magazines, television, cinemas and outdoor

advertising such as posters, bus sides.

oY) oensu fidoosul | g
e ey alslinsiasaosnmsnsomi {5
V" ol o
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Figure 3: The Advertisements on Thai Commercial Banks Services

These advertisements clearly show the competition among commercial banks
through many channels. Each bank raises outstanding advertisements attract customers’
attention by using logos, colors, models, and short sentences. Bank of Ayudhaya presents
a convenience of using ATM machine and getting various services from that one point.
Bright blue logo is eye-catching and can be seductive for BBL's customers to apply and use
their credit cards. KBank creates the green color and an exclusive bonus for customers
who pay with their credit card at the shopping center. At the same time, SCB’s customers
can make any payments via mobile phone with the slogan “Anywhere Anytime via SCB

Easy M-pay”.
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In conclusion, the increased competitions among banks resulted in development of
new strategies to meet the customers’ needs. Advertising is an important of IMC tools to

create brand loyalty and brand reputation of banks to win customers’ heart.

Sales Promotion

Sales promotion is a short-term incentive to encourage the purchase or sale of a
product or service and tends to be thought of as being apart from advertising, personal
selling, and public relations. Belch and Belch (2004) said that promotion refers to the
various marketing communication activities of an organization to communicate with
customers. The activities are buy-back guarantees, free trial, contests, discounts, displays,
and premiums (Dolak, 2008). Sales promotion is widely used among Thai commercial
banks and its use can be highly competitive. Figure 4 showed sales promotion of Thai
commercial banks. Siam Commercial bank promotes SCB easy for bank’s member by
offering a free gift each time the customer pay a bill via online. While Kasikorn co-operated
with MK restaurant offering discount to the customers who pay with credit card at MK

restaurant and having a chance to travel abroad.

SCB Foreign Exchange

Figure 4: Sales Promotion on Thai Commercial Banks
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Many Thai commercial banks launch sales promotion via media and non-media
marketing communication. The two bank departments, Currency Exchange Service and
International Funds Transfer Department of BBL launched a promotion from 18t January to
31St December, 2009 for students with getting a discounted exchange rate (Bangkok Bank
PCL, 2009). While, SCB launched students’ promotion for discounted rate if the students
have their accounts and purchased foreign currency and traveler's cheque (Siam
Commercial Bank PCL, 2008).

Thai commercial banks integrate sales promotion campaign via online and offline
channels. In addition, as the choices for products and services are becoming broader,
promotion will also has higher influence on customers’ decision because customers choose

what they think is best and brand loyalty can result afterward.

Service

A service is an activity which has some element of intangibility associated with it.
Service involves some interaction with customers or with property in their possession
(Payne, 1993). The service sector is more important because growing competition,
fluctuations in demand, and the application of new technologies can be considerable
challenge to service organizations. Bank, insurance companies, airlines, retailers, as well
as, professional service firms such as accountant and lawyers need to improve their
performance and service quality against high competition in service sector.

Many business theorists view service provision as a performance or act which

employee is presently responsible for customers (Johnston & Clark, 2005). Kotler (2003)
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stated the traditional four Ps marketing approach works well for goods, but additional
elements are required in service businesses. Because most services are provided by
people, the selection, training, and motivation of employees can make a huge difference in
customer satisfaction (Lertthongpaiboon, 2007). A restaurant provides tangible goods (the
food), but also provides service in the form of ambience, the setting and clearing of the
table, and style of dealing with customers or some other benefits. Finally, service
organizations can choose different means to deliver the service. For example, Thai
commercial banks improve Internet banking as a delivery channel along with the changing
of customer’s needs.

In summary, service is intangible activities they cannot be touched, handled, looked
at, smelled, tasted or heard. In addition, service provides an interaction between service
consumer and service provider which results in purchasing of such goods. Improving and
maintaining service quality can build positive rapport with customers as the effective service

can result in long-term relationship and customer loyalty.

Effectiveness of IMC Tools

In service operation, effectiveness relates to how well marketers achieve an
organization’s marketing goal and how satisfied the customers are with the service. Baker,
the strategic marketing plan auditor, 2008, defined marketing effectiveness as an integral
component of corporate strategy encompassed customers, prospects, and competitors in
the marketing arena. Marketing effectiveness concentrates on marketing actions that can

be taken to improve both short and long term outcomes. Short term result improvements
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are measured in terms of revenue gains. Long term improvements are typically measured in

terms of gains in brand equity in the customers’ mind.

Gronroos (2004) studied the relationship marketing process in interaction

communication. The researcher found that effective communication process may have a

positive impact on marketing outcomes by integrating customers’ value and building

customer relationship. The Integrated Marketing Communication tools are also improved in

the commercial internet website. Bell and Tang, 1998, studied the effectiveness of

commercial internet website in a user’s perspective and discovered internet facilities

conduct transaction online effectively. Moreover, service industry sectors provide highly

performance by giving information service which can be easily accessed.

In summary, effectiveness marketing communication involves marketing activities to

reach customer satisfaction. The effectiveness of IMC is the most important part of

customer service because understanding the need of customers may help marketers

improve their marketing activities. This understanding of customers’ need build brand

value, reputation, customer relation, and revenue increase.

Previous Studies on the Effectiveness of Using IMC Tools in Banking Service

In the twenty first century, marketing managers developed some new marketing

communications strategies. Both private and public sectors in organizations have planned to

communicate effectively and efficiently with their target customer. Lesinski (2001) noted

that marketers were shifting away from mass-marketing and developing focused marketing

programs, designed to use information technology and micromarketing. Lesinski also
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defined an applicable IMC strategy to commercial banks’ service based on the relevant
research.

Tantisaowaphap (2001) studied the effectiveness of IMC programs in service
businesses, and discovered that commercial banking was the representative of service
directed to people’s minds, and intangible assets. The results also showed that consumers’
awareness of IMC was significantly and positively related to their attitude toward IMC. It
considered that the positive attitude toward a brand could be able to jointly predict
purchasing behavior of the consumers.

Bena (2006) explored IMC in the client-bank relationship in the Romanian banking
sector. The Romanian banking was obliged to the globalization and ongoing evolution
towards the new economy. The research presented the management of the communication
process in a client-friendly manner, and that played a vital role in the marketing of banking
services. The results also revealed that the missing information can make the customers
shifting away to use service with another bank.

Lee (2007) pointed out that the service organizations like retail banks have
attempted to increase their customers’ lifetime value by using service innovations. This
study showed that the retail banks have offered new products and services online and
which banks were most successful in attracting trade via this channel. The researcher
added that customers received various benefits which were provided online banking.

Saengruang (2007) studied the application of IMC strategy on consumer demand by
using the services of Siam Commercial Bank Public Company Limited. The researcher

found that marketing tools and information technology can have influence customer’s
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attitude toward customer relationships and customer decisions regarding the purchase of
bank products.

Lertthongpaiboon (2007) explored the influence of brand image and the service
marketing mix on customer purchasing decisions regarding Thai banking services. The
researcher discovered that the older and larger banks (e.g. Bangkok Bank, Siam
Commercial Bank, Kasikorn Bank) have the strongest brand image. These banks have their
own personality, colors, logos and symbols. The image leads customers to easily remember
these banks.

In conclusion, the effectiveness of IMC has an influence on customer attitude
towards brand and purchasing behavior. Consumers are being exposed to a greater variety
of marketing communication tools. With IMC concepts, service businesses (e.g. theaters,
hotels, banks, tour agencies, and hospitals) carefully deliver clear, consistent, and

compelling messages about their organizations and products.



CHAPTER 3

METHODOLOGY

This chapter explains the methodology applied in this research. It contains four
sections: subjects of the study, research instrument, procedure of the study, and data

analysis.

Subjects of the Study

The subjects in this study contained 105 customers who engaged in currency
exchange service and international funds transfer service department at three well-known
Thai banks; Bangkok Bank Public Company Limited (BBL), Kasikorn Bank Public Company
Limited (KBANK) and Siam Commercial Bank Public Company Limited (SCB), headquarter.

Thirty-five account holding customers were selected at each bank.

Research Instrument

In this research study, a two part questionnaire was used as the primary instrument
for data collection. Part one surveyed customers’ view concerning customer service
operations at three Thai commercial banks. Part two focused on customers’ view
concerning IMC tools (advertising, sales promotion, and service) in the customer service
operations at the banks. Customers’ views were scored on a five-point Likert's scales as

follows:
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1: Lowest
2: Low
3: Average
4: High

5: Highest

Procedures of the Study

The procedures of the study consisted of a pilot study and data collection.

Pilot Study

The pilot study was conducted using a questionnaire on June 9, 2009. The purpose
of this study was to verify whether the contents and details of the questionnaire were
understandable, clear, and correct. The questionnaire was distributed to ten customers at
the headquarters of Bangkok Bank.

The results were based on the answers obtained from the pilot questionnaires. Five
customers responded to a question in part one concerning the frequency of using service at
the bank. They could not stipulate exactly because it depended on their business at any
given time. Therefore, the research focused on a six month period.

One customer commented that she did not check any information on the channel of
IMC tools before she came because she was a long-term, consistent customer of the bank.
The researcher suggested that she could check other part which IMC tools provided for

customers.
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Customers pointed out some unclear questions found in part 3 and recommended
making it one page long by using a smaller font. They said that if the content occurred on
separate pages, customers would not be convinced of the ideas, resulting in inconsistent
content.

The content was validated by requesting three specialists of the banking customer
specialists, the two authorizes who worked at currency exchange service and the other was
the authorize of international funds transfer service and the specialist of teller to proofread
the content and format of the questionnaires based on service to prove content and format
of the questionnaires based on customers’ recommendations before distributing them to the

subjects.

Data Collection

The researcher distributed one hundred and five copies of the questionnaires to
customers, who had their account and used CES and IFTS services at the three Thai
commercial banks (BBL, KBANK, and SCB) in the headquarter from July to September,

2009. Thirty-five customers from each bank were selected to do the questionnaires.

Data Analysis

Data were analyzed using percentage and performance analysis of IMC tools by
analysis of variance ( ANOVA). The two parts used SPSS program and customers’ view
were analyzed concerning the effectiveness of using IMC tools in CES and IFTS

department of the three Thai commercial banks.



The findings and discussion are presented in tables followed by descriptions and

explanation in chapter 4. Finally, conclusion, limitation sand recommendations for further

study are presented in chapter 5.
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CHAPTER 4

FINDINGS AND DISCUSSION

This chapter presents the research findings of customer opinions regarding
customer service and the effectiveness of using the IMC tools of advertising, sales
promotion, and service at the currency exchange service and international fund transfer

service department of Thai commercial banks.

Customers’ Perspectives towards IMC Tools

The study reviewed the customers’ opinions who used the service at currency
exchange service (CES) and international funds transfer service (IFTS) department at the
headquarter of the three Thai commercial banks which consisted of Bangkok Bank (BBL),
Kasikorn Bank (KBank), and Siam Commercial Bank (SCB). Thirty-five customers from
each bank were selected and the total number of respondents was 105. The results
revealed that statistically there was a higher percentage (87.5%) of customers was
involved with the CES division, which was eight times more than those using the IFTS
division The highest percentage of customers used currency exchange services and
traveler's check (KBank,88.6%;BBL.85.7%; SCB 82.9%). 17.1% of SCB customers used
the international funds transfer service, which was higher than at the other two banks.

8.6 % of KBank customers used the service of both divisions.

The data is shown in Table 3.
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Table 3 Percentage of Customers engaged in Currency Exchange Service and

International Funds Transfer Service Departments at Thai Commercial Banks

Products and Services in Thai Banking Service Total
Commercial Banks BBL KBANK SCB  (Percentage)
Currency Exchange Service

85.7 88.6 82.9 85.7
(foreign currency and travelers check)
International Funds Transfer Service 14.3 2.9 17.1 114
Using both services 0 8.6 0 29

Table 3 indicated that the number of respondents who engaged in the Currency
Exchange Service division (85.7%) was larger than that International Funds Transfer
Service division (11.4%). The highest rate of KBank’s customers used the service in
currency exchange and traveler's check for 88.6 %, BBL. 85.7%, and SCB 82.9%. While
SCB had 17.1 % of customers who used the service international funds transfer service
more often than the other two banks, 8.6% of KBank’s customers used the service of

both divisions which were provided at the service operation.



Table 4 Factors Influencing Customers’ Decision to use Banking Services
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Factors on Using Banking Banking Services Total
Services BBL KBANK SCB (Percentage)
Bank Reputation 54.3 57.1 62.9 58.1
Convenient Location 48.6 48.6 51.4 49.5
Convenient Service 314 429 48.6 41
(e.g. fast service, easy transaction)
Having an Account with the Bank 42.9 48.6 42.9 44.8
Regular Customer 45.7 31.4 17.1 314
Having Sale Support 2.9 8.6 5.7 5.7
Service Impression 514 40 514 47.6
Having Adequate and
37.1 1.4 14.3 21

Varieties of Currency Options

Table 4 shows that bank reputation (58.1%) was ranked as the most influential

factor. This implies that bank’ customers were more concerned with the bank reputation

than other factors. This finding is supported by Lertthongpaiboon (2007) who showed that

large and well-established banks tended to have stronger brand images to remind

customers of the banks. This implied brand recognition. Together with positive attitudes

toward bank’s reputations, these factors can help predict consumer behavior

(Tantisaowaphap, 2001).

This research determined the relative importance of each factor influencing

customers at each bank. SCB customers considered bank reputation (62.9%) the most

important factor followed by convenient location (51.4%), impressive service (51.4%), and

efficient management systems to complete transactions easily (48.6%).
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BBL and SCB customers rated impression with the service operation at the same

rate of 51.4%. BBL had the highest rate at 37.1% by having varieties of currency options

and was readily available to the customers. 45.7% of BBL customers were regular

customers who regularly engaged their transactions at that department.

Table 5 Information Sources of Banking Services

Information Sources of Banking Banking Services Total
Services BBL KBANK SCB  (Percentage)

Friend’s Recommendation 0 14.3 371 17.1
Brochure 11.4 11.4 5.7 9.5
Online Banking Service

25.7 60 40 41.9
(e.g. Internet Banking)
Initial Inquiry from bank’s officer 80 571 71.4 69.5

The findings shown in Table 5 indicate that 69.5% of customers preferred to

obtain information about banking services by inquiring with a bank officer. This was the

dominant source for BBL customers (80%), but less dominant at SCB (71.4%) and KBank

(57.1%). These results are consistent with Payne (1993), who showed that customers

acquire information from many channels, whereas interpersonal communication between

service providers and consumers provides further information. 60% of KBank also

preferred publicity from media through internet banking. Friend’s recommendation is

preferred by SCB’s customers at 37.1%.



Table 6 Detailed Information Sources of Banking Services

Banking Services Total
Detailed Information Sources

BBL KBANK SCB (Percentage)
Phone 20 34.3 48.6 34.3
Online Banking Service

17.1 31.4 20 22.9
(e.g. internet banking)
Contacting Counter Service 74.3 74.3 65.7 71.4

The results of the study revealed that 71.4% of customers preferred to inquire

directly at the service counter to get information. BBL and KBank customers rated this

point equally (74.3%) while SBC customer rated in 65.7%. Similarly, Gronroos (2004)
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found that effective communication process integrate customers’ value to develop rapport

with them. 48.6% of SCB customers and 34.4% of KBank customers sought by phone.

Only 21% of BBL’s customer inquired information by phone. 31.4 % of KBank’s

customers sought banking information online such as Internet Banking.

In conclusion, customers who used both currency exchange service and

international funds transfer service of the three banks (BBL, KBank, and SCB) preferred

visiting a particular bank based mainly on its reputation. They also preferred direct

contact with the service counter because it saved time obtaining accurate information and

preparing relevant documents such as passports and invoices in advance. Service

impression and convenient location were also important factors that influenced customer.
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Effectiveness of Using IMC Tools in Customer Service of Thai Commercial

Banks

This section discusses customers’ views towards using IMC tools in customer

service of Currency Exchange Service and International Funds Transfer Service

Department in Thai commercial banks (BBL, KBank and SCB) as shown in Table 7.

Table 7 Effectiveness of Using IMC Tools towards Banking Service

Total
Marketing Communications Tools BBL KBANK SCB

(mean)
Advertising
-The contents in the advertisement through the public 4 379 383 388
relation document are clear and informative.
- Advertising signage is unique, attractive, and can be 4.23 374 414 4.04
understood easily.
- Advertising Internet Banking is prominent and can be 4.06 377 4.29 4.04
clicked to see the details easily.
- Advertising banners posting content is easily 4.06 371 397 391
understandable and appealing to readers.
- Advertising through other media 3.83 3 3.5 3.58
Sales Promotion
- Giving a special exchange rate for bank’s customers 3.97 3.4 4.09 3.82
- Waiving commission charge 3.88 3.46 3.77 3.7
- Distributing free gifts 3.88 3.6 3.57 3.68
- Receiving special marketing-support 3.91 3.46 3.8 3.72
- Other supporting markets 3.75 4 4.33 4
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Table 7 The Effectiveness of Using IMC Tools towards Banking Service (Continued)

Total
Marketing Communications Tools BBL KBANK SCB
(mean)
Services
- Officers offer fast and convenient service. 4.31 4.1 4.37 4.27
- Officers provide correct information concerning service, 4.29 4.06 426 492
product and financial transactions.
- Service officers are polite. 4.49 4.29 4.46 4.41
-Pens and financial forms provided are easily
4 4.2 4.2 413
accessible.
- A convenient one-stop service in the same range
4.33 3.97 4.26 418

point.

The effectiveness of using IMC tools depends on how well marketers achieve

their goal. It concentrates on marketing actions that can be taken in terms of revenue

gain (Baker, 2008). The result showed quality service was the most effective tool in

customer service department. Bena (2006) explained that in customer oriented

institutions, the management communication process was important to maintain

customers’ relationship in a friendly manner which could play a vital role in the marketing

of banking services. The effectiveness of IMC in banking service can be prioritized as

service, advertising and sales promotion.

Overall, facing with the stiff competition from banks and non-bank financial

institutions, the responsibility of banks is to improve customer service quality. BBL, KBank

and SCB have well established brand names and strong reputations in Thailand. All of

the three banks utilize various marketing communication strategies, marketing channels



30

media to maintain their competitive edge. This situation is supported by Rose (1999) who
showed that banking business encountered many pressures such as changing regulations
and intensifying competition from non-bank financial service firms. Baker (2008) added
that marketing was an integral component of corporate strategies; and its effectiveness
concentrated on marketing actions that could be taken to improve both short-term and

long-term goals.

The research findings showed that the range of statistical data in terms of
customers’ preference toward banks was similar among those banks that employed IMC
tools. This indicated that customers chose the bank service mainly based on its quality
service, convenient location, and advertisement through various channels. The
advertisements help customers become aware of the service as they can initial inquiry

service information before choosing the bank services.



CHAPTER 5

CONCLUSION

This chapter concludes the conclusion as well as the limitations of the research.

Recommendations for further studies are also presented.

Conclusion of the Study

IMC is a marketing tool that combines marketing activities with information
technology. Its application with a marketing plan can be effective in maintaining a
competitive edge and enhancing brand loyalty, especially for marketing oriented
organizations. This study examined the effectiveness of IMC tools (advertising, sales
promotion, and service) in banking service operations.

The data of this study provided useful information concerning the marketing factors
that most influence consumer behavior. The results revealed that bank reputation (58.1%),
followed by convenient location (49.5%), impression with service (47.6%) and maintaining
their accounts with the bank (44.8%) were the four factors that most influenced customers
during their use of currency exchange service and international funds transfer service
departments at Bangkok Bank, Kasikorn Bank, and Siam Commercial Bank.

The study found that bank reputation influenced customers the most when selecting
banking services. SCB had the strongest positive bank reputation at 62.9% followed by

KBank (57.4%) and BBL (54.3%). The second factor which had a bearing on customers’
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decisions was convenient location. This factors was most important to customers at SCB
(54.4%) followed by BBL and KBank at 48.6% each.

BBL and SCB customers rated equally in terms of service impression at 51.4%.
This indicates that customers chose banks based not only on reputation and location, but
service quality was also an important determinant. Acquiring information through various
channels further played an important part in customer service.

In addition, 69.5% of customers from the three banks preferred acquiring
information by directly contacting the service counter. This is substantially higher than use
of public media such as internet banking (41.9%) and recommendations from friends
(17.1%). BBL had the highest percentage of customers who preferred acquiring information
by contacting the staffs (80%), followed by SCB at 71.4% and KBank at 57.1%.

In respect to the second research question that involved application of IMC tools in
banking service, the data were analyzed using means statistics description. The findings
indicated no statistical difference in terms of data distribution among the three banks.
Quality service was ranked to be the most effective among IMC tools at 4.41, followed by
advertising (4.04) and sales promotion (4.00).

In terms of service quality, politeness of the officer had the highest mean score at
4.41, followed by fast and convenient service (4.27) and adequate information about
service, product and financial transaction (4.20). These results confirm the findings of
Hoffman (2006) who showed that customers evaluated the quality of service based on
physical evidence such as customer relationships and physical connections.

Advertising was found to be an effective IMC tools in banking service. Advertising in

banking service could be through signage (4.04) and internet banking (4.04). The media
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had to be attractive, unique, prominent and convenient by allowing the customers to find
detailed information easily. The third IMC tools considered in this study was sales
promotions. Customers rated the highest mean for special discounted exchange rate at

3.82 and some special marketing-support which provided customers at that period at 2.72.

Limitation of the Study

The limitations of the study were as follows;

1. This research surveyed the effectiveness of IMC tools in only two
departments (currency exchange service and international funds transfer service in Thai
commercial banks).

2. The subjects of the study were limited, which might affect the data
accuracy. Separating customers into different segments might prove to be useful.

3. This research was only concerned with three commercial banks. It would
be more appropriate to collect information from all Thai commercial banks.

4. The results from each bank had little variance because the currency
exchange service and international funds transfer service at each bank are essentially the

same.
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Recommendations for Further Study

With increasing competition among banks and improving quality service using IMC
tools, banks have significantly expanded the variety of services offered in response to
evolving customer needs. Therefore, customers have more choices when choosing banking
services. Further study would be beneficial for the following reasons:

1. To explore another group of customer services such as I-Banking,
to consider customers’ attitudes toward IMC tools. To achieve IMC targets, marketers could
use IMC tools to enhance their outputs and marketing effectiveness.

2. Since there are many foreigners engaging in transactions, further studies
could be conducted based on a diverse group of foreigners. The results would produce
various attitudes from diverse customers.

3. Further studies could explore customers’ point of view concerning the
use of IMC with services such as Western Union and Money Gram, which would be
beneficial to bank marketers to plan their marketing strategy to cope with non-bank

competition in Thailand.
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Implications of the Study

Implications, based on finding of the study, focus on the influencing factors in
customer using the service in the currency exchange service and international funds
transfer service departments of Thai commercial banks.

The result s of this study showed that bank customers preferred “bank reputation”
as the most important factor in using the service and preferred the convenience of location
and service impression as priority. From this result, banks should find out how to increase
and keep the reputation of banks. This is also expanding branches in the convenient
location to response customers’ need.

In regard to the use of Integrated Marketing Communication tools, the study found
that the most effectiveness of IMC tools in service operation is the quality of service.
Therefore, banks should be aware of the importance of service and improve the quality of
service, especially, the staff performance as well as manner, products knowledge and
goodwill which concern the service operation.

In conclusion, this study provides the customers’ information concerning the factors
and the IMC tools which banks apply in service operation to increase their business value.
Even though the result of this study present only the customers who use the service in
currency exchange and international funds transfer service, this can be a guideline for the
companies or businesses to apply to their customer service operations to increase

customers loyalty.
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Questionnaire

This questionnaire is a part of a research project to MA Program in Business
English for International Communication. The research explores “Factors Influencing the
Use of Integrated Marketing Communication Tools in the Banking Service of Thai
Commercial Banks”. The information you provide in this survey will be confidential and be

only used for this research.
Instruction: Please put a tick (/) in the appropriate blank

Part 1: Customer’s view on customer service inside Thai Commercial Banks
1. What kind of products do you service in Currency Exchange Service and International
Funds Transfer Service Department of Thai Commercial Bank?
[ ] Currency Exchange (Note — Traveler Check))
[ ] International Funds Transfer
2. What are the reasons that make you choose to utilize products at this bank?
(you can choose more than 1 answer)
] Bank reputation
] Close to home/ office
] Convenient service (fast and easy)

] Having an account with the bank

[
[
[
[
[ 1A regular customer
[ ] Interesting sales support
[ ] Impressed service
[ 1A variety of currency options and adequate
[ 1 Other (please SPECIfY) ....cviuiiiiriiii
3.What source do you inquire information of banking services?
] Friends recommendation
] Brochures (e.g. events, counter services)

[

[

[ ]Bank’s information

[ ] Contacting bank officer directly
[

] Other (please SPECITY) ....virinii i
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4. When you would like to inquire information of Currency Exchange and International

Funds Transfer Service (e.g. exchange rate, commission fee, financial documentation), what

source would you like to choose?
] Call Service Center
] Online Banking

] Contacting Counter Service

[
[
[
[

] Other (please SPECITY) ....uiniiie i

Part 2: Customers’ Perspectives towards the Use of Integrated Marketing Communication

Tools in the Currency Exchange Service and International Funds Transfer Service

Department in Thai commercial banks

IMC Tools

Level of choosing service

Highest

High

Average

Low

Lowest

Advertising through media channels

5. The contents in the advertisement through

the public document are clear and informative.

6. Advertising signage is unique, attractive, and

understood easily.

7. Advertising Internet Banking is prominent

and can be clicked to see the details easily.

8. Advertising banner posting content is easily

understandable and appealing to readers.

9. Advertising through other media

(please SpPecCify) ..oovvvi s

Sales Promotion

10. Giving a special rate to customers, for
example buying foreign currency over 2,000
USD or its equivalent, customers will get

discount rate 0.07 baht.
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IMC Tools

Level of choosing service

Highest

High

Average

Low

Lowest

11. Waving commission charge, for example
using International Funds Transfer through
Internet banking, customers will wave

commission charge 400 baht.

12. Distributing free gift

13. Providing special promotion for students

who will study oversea.

14. Other marketing support (please specify)

Service

15. Bank officers’ service fast and easy.

16. Officers provide the correct information
about service, product, and financial

transaction.

17. Service officers are polite.

18. Pens, financial forms provided are easily

accessible.

19. A convenient one-stop service in the same

range point.

20. Other Comments

******************Thank you Vel’y mUCh




APPENDIX C:
An Analysis of Effectiveness of Using IMC Tools

By Using Analysis of Variance: ANOVA
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ﬂ’]i'?tﬂi']zﬁﬂizaﬂ SNNVBILATDINDFDFIINIIAAIAVDISUIATILANZURY %Zl‘ﬁl‘l’lﬂﬁﬂ

MIIaTERANNLLTUTIN (Analysis of Variance : ANOVA) LN@NARaLANNLANA1TZRINIALaREUD

UszansninluiadasdoFosInIaanandaz i lWNauana1uaITwIAITLARZ LA
9 u

< Xav o a I3 a o &
Iﬂﬁﬂ%ﬂ'\iﬁﬂ‘lﬂﬂﬂi\‘l% N2 NIRBAVDINITIATIEHAMNUUITUTIRUUUNITUNAN A9Th

@ Y ' aa A A ' \ )
| aﬁﬂ nan LL@lmﬁu’lﬂ’]i;\l’lﬁ]’mﬂiz“E’miﬂ ANINITINYNRIDNNINY LLﬂiﬂi’J uvl,&l LLOANAININY

Il
a
o
il

- i@gﬂ WININORDUAUIIN

UsznsNInILanuaIun@

- éﬁaﬂﬂaﬁﬂﬁ’wLwia:ﬂfcjmﬂuﬁmz@iaﬁ'u

ARADWNIINAFALANNEI 11 ANOVA

Awaawi 1 M3ltldsunsy SPSS mwaaumsmﬂmeaaﬁaga

Awaawi 2 M3ltlUsunsy SPSS AianzRanuudsUsisuuudunnnaiden : One-Way

ANOVA

awaawi 3 11lUsunsy SPSS nagauANNLANG1BIALARY (Post Hoc Test) WULIUGNAA DA

(Multiple Comparison)

s [ [l [ > a%’
auilsnangas uanilwadi

1.§ﬂﬁ’]°ﬁu’]ﬂ’1’iﬂ'§\nﬂw?‘] Z.Qﬂﬁ’]ﬁu’]ﬂﬁ’iﬂaﬂ’ﬂﬂﬂ 3.@715’]5%’1@1’]’317]{]1/\4'1&‘1?5

sz@nSnnvasalasiiadodns Lunaah

1= ﬁayﬁq@ 2 = %oy 3= thunaw 4= 1N 5= mnﬁq@
’e‘h%ﬁ 1 é’numwaaﬁaga (Descriptive Statistics)
Std. Std. 95% Confidence Interval
N Mean Deviation Error for Mean
Lower Bound Upper Bound
mslawandu BBL 35 4 0.64 0.11 3.78 4.22
Lanana KBANK 34  3.79 081 014 3.51 4.08
Uz aNNWS N
P scB 35 3.83 0.82 0.14 3.55 4.11
LUBRILLNE
Nuaziduatalan  Total 104 3.88 0.76 0.07 3.73 4.02
mslassanniuihe  BBL 35 423 0.65 0.11 4.01 4.45
lasanfienulaa  KBANK 35 3.74 0.82 0.14 3.46 4.02
LAUFTUSZQAMUST  SCB 35 414 109 018 3.77 452
iinlade Total 105  4.04 089  0.09 3.87 4.21
MIlawaNg BBL 35  4.06 0.64 0.11 3.84 4.28
Internet Banking §§ ~ KBANK 35 3.77 0.91 0.15 3.46 4.08
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Std. Std. 95% Confidence Interval
N Mean Deviation Error for Mean
Lower Bound Upper Bound
AAREAAGN SCB 35  4.29 0.71 0.12 4.04 4.53
mmmﬂ?mg]
sma:l,ﬁmvlﬁﬁmau Total 105 4.04 0.78 0.08 3.89 419
mslasonkiuilhy  BBL 35 4.06 0.68 0.12 3.82 4.29
ﬂ@lﬂi:mﬂﬁLﬁam KBANK 35 3.71 0.67 0.1 3.49 3.94
vihladne AR SCB 35 3.97 1.22 0.21 3.55 4.39
awaulouddam o 105  3.91 09  0.09 3.74 4.09
BBL 6 3.83 0.41 0.17 3.40 4.26
milasanange KBANK 2 3 1.41 1.00 -9.71 15.71
@h\'j"'] SCB 4 3.5 1.73 0.87 0.74 6.26
Total 12 3.58 1.08 0.31 2.89 4.27
BBL 34 3.97 0.63 0.11 3.75 4.19
nslAaa
P  KBANK 35 34 0.74 0.12 3.15 3.65
WANLLUROWNLABLLA
o SCB 35 4.09 0.85 0.14 3.79 4.38
anan
Total 104 3.82 0.8 0.08 3.66 3.97
BBL 34 3.88 0.64 0.1 3.66 411
NMIAADAI KBANK 35 3.46 0.78 0.13 3.19 3.73
ATIINLEN SCB 35 3.77 0.77 0.13 3.51 4.04
Total 104 3.7 0.75 0.07 3.56 3.85
BBL 34 3.88 0.81 0.14 3.60 4.16
ﬂ'ﬁvl,@T%'mLanmaa KBANK 35 3.6 0.77 0.13 3.33 3.87
fua SCB 35  3.57 0.74 0.12 3.32 3.83
Total 104 3.68 0.78 0.08 3.53 3.83
BBL 34  3.91 0.83 0.14 3.62 4.20
M3 SUMT
o KBANK 35 3.46 0.89 0.15 3.15 3.76
RULFBUNIIAATA
A SCB 35 3.8 0.93 0.16 3.48 412
NLA L
Total 104 3.72 0.9 0.09 3.55 3.90
. BBL 4 3.75 0.5 0.25 2.95 4.55
MIFULRYY
A KBANK 1 4
MIARINDH S
SCB 3 4.33 0.58 0.33 2.90 5.77
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Std. Std. 95% Confidence Interval
N Mean Deviation Error for Mean
Lower Bound Upper Bound
Total 8 4 0.53 0.19 3.55 4.45
BBL 35 4.31 08 0.13 4.04 4.59
winuli3ms kBanK 35 4.11 083 0.14 3.83 4.40
aEIIINT SCB 35 437 0.77 0.13 4.11 4.64
Total 105 4.27 08 0.08 4.11 4.42
milwlayaiieniy  ggL 35 429 0.71 0.12 4.04 453
MILANIARBAIR | BANK 35 4.06 08 0.14 3.78 4.33
IRSuwein s TN
A SCB 35 426 0.66 0.11 4.03 4.48
ﬂ’ﬁL\'iuvLﬂQﬂ@]aG@]']N
005 Total 105 42 0.73 0.07 4.06 4.34
BBL 35 449 0.66 0.11 4.26 4.71
MIVUSANTVDI
o KBANK 35  4.29 0.62 0.11 4.07 4.50
WNHNITBNAINN
1 - SCB 35 446 0.61 0.10 4.25 4.67
qﬂ']w WNITIUINIT
Total 105  4.41 0.63 0.06 4.29 453
TUINNIIALATLY BBL 34 4 0.92 0.16 3.68 4.32
6
hnmuuuWesy ok 35 42 0.76 0.13 3.94 4.46
uazlon® 319 9l
R , SCB 35 42 0.68 0.11 3.97 4.43
NIIUINIIBYNN
ATUE Total 104 413 0.79 0.08 3.98 4.29
maldnimam BBL 30 433 0.71 0.13 4.07 4.60
FEAINAILI KBANK 34 397 0.58 0.10 3.77 417
a1 lRLInIg
3 SCB 34 426 0.57 0.10 4.07 4.46
wanwanled o qa
AN Total 98  4.18 0.63 0.06 4.06 4.31
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@i 2 nagauaNuilsilsIn K3 N1INITIYVAINANAIDEIIIIANAIIARKID 1]

Levene
Test of Homogeneity of Variances df1 df2 Sig.
Statistic
M3 N B ENETU T FNAUT UL ILazINUazLB e
o 3.869 2 101 0.024*
TALA
mylasancniholayanianulaalduTauaraaawas
. . ¥ 7.208 2 102 0.001*
W ladngy
M3l BMINI Internet Banking AAMNREAAAT RINITD
. I : 4.025 2 102 | 0.021*
ARNATIUALLD He lATALI
nmslasaniuiedadszmaiitandnladng feaanins
. E 5.164 2 102 | 0.007*
aula wigam
mMslusmnFadng g 3.539 2 9 0.073
ﬂ']ﬂﬁé'm'u,mmﬂ’é‘ﬂuﬁmmmg}ﬂﬁ'] 3.932 2 101 | 0.023*
NMIRABATIABITNHEY 2.806 2 101 | 0.065
M3 lATUKINVBIANE 0.664 2 101 0.517
ﬂ']ﬂ@‘]’%’ﬂﬂ'}saﬁuagums@mmﬁLm:y 1.515 2 101 0.225
MIFRLARUINITAAADL ) 1.449 2 5 0.319
WINIWIAUINNToE19399L52 0.122 2 102 | 0.885
N3 aNALNLINUNNTUSNNIAREAIRLAAIL LN TINTIN
o Ve o g : 0.277 2 102 | 0.758
mmuﬂ@gnmammumu
MIUINTY aawﬁfmmﬁmmﬁgmwsl,umsu‘%ms 0.378 2 102 | 0.686
NATIAATENLNM uuuWasuLazianansEng glung
o 3 1.018 2 101 | 0.365
UIM30819ATUDI
MIRUINMINELAINATLIIIT WA IALSNTRAINRANE
4.571 2 95 0.013*

e o gaudiznnu

H,: ananlsdsmaasdsz@nimwadasiiafasismsaainluuaazsuiansiavanarenn

H1: Had19tas 2 swiarsndanandsdsiwyasdsz@ndanialasdadaarsnisnaia

LANGIN

azUfiasaunfigin Hy, ten Sig Ndwamldiasndt o Afwua (00=0.05)

lasnsfwuindranusinasdu sig Aldsunsudmaladidiiasnii 0=0.05 luadadalud

— Il EIIHI RN TU ST FN AR N L e TN U AL B HATALA

Sig.

0.024*
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— mﬂmmmmufl'ls‘[mwmﬁmm‘[@@]L@iu?xé'ua:@mmLmzl,iﬂﬁ]d'm 0.001*

—  mIlasaIng Internet Banking ﬁmmaz@l@m mminﬂaﬂg}iwmu%m"[éf%’mw 0.021*

—  milasanduihedadszmaiiilenidilaing Gsgaanuaulaundan 0.007*
- mﬂﬁé’mmamﬂﬁyuﬁLﬁmm;ﬂﬂﬁw 0.023*
—  mildvinfiazainasuiens musaliuimamainnaisld o aadeanu 0.013*

v & = a A A A A A '
AIBUIIULET H: anauilslsnaasdiz@nsnintasasiadada1In1Inaa lwuaas
SWIA3 LLANA1I N

U = (] v t:'q a 4' -~ 4'
agiﬂmﬁ Nag1way 2 swiarsndananlsdswvasdse@nsninasasladadns
NIAANARANANING
z§ d' v v v dq’o v 1 v a 6 a A d' A d'
FINEIRWNAN LaT9du RN 1IN0 2 dIuenIae UssanTninalaslafass
Myaana aanidu 2 g a9tk

naam 1 ﬁmwuﬂsﬂsa%‘l%n&imﬁﬂﬁu

Sig.
—  mslesmnaniedg 0.073
—  MIEAIaTNANTIINLRE 0.065
— mylesuuanvesmia 0.517
— mi"l,ﬁ%'umiaﬁfum&ummmﬂﬁmw 0.225
— msaﬁfuaguﬂ'lmam'é"uﬂ 0.319
—  winnulduinmsedieniah 0.885
— mﬂﬁﬁagmﬁmﬁ'umiu’%msmamuiﬁﬁwLLufzﬁ,’]qsﬂssum%tﬁu‘lﬁgnﬁamm 0758

TR '

—  matimazssninauiianugniwlunisuinig 0.686
—  mmaseaessNtinm wwuWasuLazlangnIEne 9lumsuInTesnInTuEIw 0.365
nq'w?i 2 fienaudsdsmlungalaivinnm

Sig.
—  mslewanrwena sz iiiievuas nuazs uatalam 0.024*
—  milasanduiholusanfianulaadudduszgaauazidilaing 0.001*

— M3l Internet Banking ﬁmmaz@l@m mminﬂaﬂg}iwmu%m"[éf%’mw 0.021*

—  milasanduihedadsemaiilenidilaing Gsgaanuaulaundan 0.007*
- mﬂﬁé’mmamﬂﬁyuﬁLﬁmm;ﬂﬂﬁw 0.023*

—  mMIuSMINazaInATLeeT sanTaliuSmInannnans e i]l@]l,a 8N 0.013*
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&1 3 LFAIATIANI 9 VBIANITAATIERANNLLSUTIN B B TN 1INAFBUANALANAN DY

1 ‘:l
ALRAE

Sum of Mean
ANOVA df F Sig.
Squares Square
Between
e . 0.845 2 0.422 0.729 0.485
MIlusmnpIwana Uz auRns  Groups
FLaMILATINHRZLDIATALI Within Groups 58.53 101  0.58
Total 59.375 103
Between
4.705 2 2.352 3.11  0.049*
mylawsaniuihslasmnidany  Groups
laaidudsuszgaauazidilaing Within Groups ~ 77.143 102 0.756
Total 81.848 104
Between
M3l Internet Banking 4.648 2 2324 4.004 0.021
o Groups
UANUFZAAGIRINITONRANG .
o e U Within Groups 59.2 102 0.58
MUK YA LATALA
Total 63.848 104
Between
mylasansuihsledsenmai Groups 2.229 2 1114 1.386 0.255
Wandnladne fepaanuawlann .
.. Y Within Groups 82 102  0.804
Henw
Total 84.229 104
Between
1.083 2 0.542 0.412 0.674
; Groups
MIlaBINNNTad1 9 .
Within Groups 11.833 9 1.315
Total 12.917 11
Between
9.415 2 4.708 8.474 0*
, Groups
mybiaasuanilfouiiasLiandd o
¥ Within Groups 56.113 101 0.556
Total 65.529 103
Between
3.373 2 1.687 3.132 0.048*
Groups
MIRNDAINANTITUL Y
Within Groups 54.387 101 0.538
Total 57.76 103
e v e Between
mi"l,mml,ﬁmmaamua 2.028 2 1.014 1.693 0.189

Groups
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Sum of Mean
ANOVA df F Sig.
Squares Square
Within Groups 60.501 101 0.599
Total 62.529 103
Between
3.892 2 1.946 2.488 0.088
Groups
MTIATUNTRUBUABUNTAN AN LA
b Within Groups 79.021 101 0.782
Total 82.913 103
Between
0.583 2 0.292 1.029 0.422*
. Groups
MIFUUIUWNIIANIADL Y .
: Within Groups 1.417 5 0.283
Total 2 7
Between
1.276 2 0.638 0.997 0.372
Groups
wiknaulAuInsedeiai .
Within Groups 65.257 102 0.64
Total 66.533 104
. Between
mMIbAdauaNEIALANILINS 1.086 2 0543 1.031 036
u Groups
AR0AIIRAILULINTINTTUMTIIN .
. . ¥ : Within Groups 53.714 102 0.527
Vl,@gﬂmaammumau
Total 54.8 104
Between
0.819 2 0.41 1.03 0.361
miu'%m?umwummﬁmmqmw Groups
lunsusns Within Groups ~ 40.571 102 0.398
Total 41.39 104
. Between
FWANTIALaIBNLINM wuuWasy 0.915 2 0458 0731 0.484
Groups
uaztananIang glwnsusnisedng -
. Within Groups 63.2 101 0.626
ATUDIN
Total 64.115 103
) Between
MIAUIMINEEAINATUIIDT Groups 2439 2 1219 3195 0.045
aTalRuI e nnany bl m .
L e Within Groups 36.255 95 0.382
ALALINY
Total 38.694 97
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Taaasauniginlian
H, : Anadglse@nininzasasasiadad1sn1ina1anzassu1a1ng 3 uwslauanaienu
H, : aadalsz@ndnmaasialasliadodnin13aa1avassu1nis 3 WHILANAIIN DL IR D LK

naa

q

fAuaA" Sig 0= 0.05

edfigsaunigiwnan H, 0161 Sig NawImlakasndl ssavigd1ay (@) Nivua

@ o o

o a o L 1 . o L U [ o
HALAEYDNTUANNAZ1UNAN H, a1a1 Sig ﬂﬂ?%’)m1ﬂ&l')ﬂﬂ?’l TAURLFIAY (Q) NNYiBA

]
[

W (OL) NAHWA

[

*gansudunfgIwuan H, 8181 Sig idwimlaninnin szausgdn

[

1asa1na1319 ANOVA 11964 ta3aslanlyszansnmwlinandranu asdt (e Sig anndn o= 0.05 Tu

Wadadaluil)
Sum of Mean
df F Sig.
Squares Square

Between Groups 0.845 2 0.422 0.729 0.485
M3l BUEHIULENEN T TE T RUAUT
o o e Within Groups 58.53 101 0.58
ULHaMILAL YR UATALAY

Total 59.375 103
mslasanaiuingtlalseanan Between Groups 2.229 2 1.114 1.386 0.255
ilewidnladng degaanuaulaud  Within Groups 82 102 0.804
K Total 84229 104

Between Groups 1.083 2 0.542 0.412 0.674
mﬂ%ﬂmmﬂﬂéa@hw] Within Groups 11.833 9 1.315

Total 12.917 11

Between Groups 2.028 2 1.014 1.693 0.189
M3 lATULINTBIRANA Within Groups ~ 60.501 101 0.599

Total 62.529 103

Between Groups 3.892 2 1.946 2.488 0.088
mMyldsumIaiuayunIaaafias  Within Groups  79.021 101 0.782

Total 82.913 103

Between Groups 1.276 2 0.638 0.997 0.372
winulRuInseteTase Within Groups ~ 65.257 102 0.64

Total 66.533 104
mﬂﬁ"ﬁaamﬁmﬁumiu‘%ms Between Groups 1.086 2 0.543 1.031 0.36
@aamulﬁﬁwLLmﬁquﬂimmiﬁu Within Groups 53714 102 0.527
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Sum of Mean
df F Sig.
Squares Square
ldandasnutuaau Total 54.8 104
Between Groups 0.819 2 0.41 1.03  0.361
NIUINITVBINBNINWIANNFAIN
. ’ Within Groups 40.571 102 0.398
lunsusns
Total 41.39 104
ﬁuﬂﬂ’]iffﬂm%ﬂllﬂ’mﬂ’] LLU‘UWQ%&' Between Groups 0.915 2 0.458 0.731 0.484
uazton® a1 glunmsuinsadne Within Groups 63.2 101 0.626
ATV Total 64.115 103

HAAI HANTURNNATIUNAN H,

ﬁ?‘lhl’l ‘ﬂ"]Lﬂaﬂﬂiz%ﬂ%ﬂ"]w%a\‘iLﬂ%adﬁaﬁaﬁ'ﬁﬂ’ﬁ@]ﬂ’]@1%@]73’]0%’10&%"1]adﬁu’]ﬂ'ﬁ 3 LLVidelj

LANAIILANAIN

“Ufiasanafgiunan H, 4161 Sig iawimlanasnii szaungdn

Tasa1nan319 ANOVA 1196% WU La3asdaNNUseaNTAwLaneIns

lusiadasaluil)

[

>3

= | '

Uaah (d

v

anl (OL) NAKWA

1 Sig #aanI1 0= 0.05

Sum of Mean
df Sig.
Squares Square
Between
4.705 2 2.352 3.11 0.049*
milwsanruiheolasaniany  Groups
laauduiduazaanuazidnlaing Within Groups 77.143 102 0.756
Total 81.848 104
Between
M3laBMINIG Internet Banking & 4.648 2 2324 4004 0.021
o Groups
ANMNRZAAANTNIINATNG .
2 e U Within Groups 59.2 102 0.58
Noazdua ldsaLan
Total 63.848 104
Between
9.415 2 4.708 8.474 o*
. Groups
mMIaauanifsuiiasuiand .
4 Within Groups 56.113 101 0.556
Total 65.529 103
Between
. . . 3.373 2 1.687 3.132 0.048*
NMIRAIANAIDIINLHY Groups
Within Groups 54.387 101 0.538
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Sum of Mean
df F Sig.
Squares Square
Total 57.76 103
Between
0.583 2 0.292 1.029 0.422*
. Groups
NMIFBUIBUNITIARTINDW §) .
: Within Groups 1.417 5 0.283
Total 2 7
. Between .
MIALIMINELAINATLIDS Groups 2.439 2 1219 3195 0.045
T lFUS M nnaele wm .
L. Within Groups 36.255 95 0.382
ALALINY
Total 38.694 97

WA YGIETaNnAIUnan H,

ayudn vensusun@AzIuTes H, : Auadulsdninmaanatasfiofeasmiamaluamsedisdu

PYITUIAT 3 LLmLmn@mﬁ’uazmﬁawﬁaﬂ@;u
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di 4 UaAIAEIAIUIUNAFDUANNUANAIVBIANRASULIUIUANAD (Multiple Comparison
- Tamhane)

WaNIIUIATINaREFIINITAMAUTHAN AT INT AN ULANGIINWLED FzUINUTEENTAI WYL
TUATANLANE1INY 1a892Yi1N1T Post Hoc Tests 617 stivmaaumwmwm@hwa{lmmﬁULLUU%’U@;

Wha (Multiple Comparison) #8351 Tamhane

() 5#1@15  (J) 5WIATT Mean Std.
Dependent Variable 405 A 409 A Sig.
ﬂ‘lﬁmms ‘vﬂ’ﬁ‘u%‘n’li Difference (I-J) Error
BBL KBANK 0.49 0.21 0.022*
SCB 0.09 0.21 0.970
nmslasandiuiheleuaiang KBANK BBL -0.49 021  0.022*
laaidudsuszgaauazidilaine SCB -0.40 0.21 0239
SCB BBL -0.09 0.21 0.970
KBANK 0.40 0.21 0.239
BBL KBANK 0.29 0.18 0.350
SCB -0.23 0.18 0.411
M3lusUINI Internet Banking §
o KBANK BBL -0.29 0.18 0.350
ANNREAGT FAINAANG
a qu,u SCB -0.51 0.18 0.031*
NURLBUA LATALIN
SCB BBL 0.23 0.18 0.411
KBANK 0.51 0.18 0.031*
BBL KBANK 0.57 0.18 0.003*
. SCB -0.12 0.18 0.892
nMsRaaTLanURuwRLeALA
. KBANK BBL -0.57 0.18 0.003*
anen
SCB -0.69 0.18 0.002*
SCB BBL 0.12 0.18 0.892
KBANK 0.69 0.18 0.002*
BBL KBANK 0.43 018  0.047*
SCB 0.11 0.18 0.887
o . o KBANK BBL -0.43 0.18 0.047*
MINADATIATITUL LY
SCB -0.31 0.18 0.257
SCB BBL -0.11 0.18 0.887

KBANK 0.31 0.18 0.257
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() 5#1@1%  (J) 5W1A13 Mean Std.
Dependent Variable 403 A 499 A Sig.
fnl¥uSms  NlBuSn1s  Difference (I-J) Error
BBL KBANK 0.36 0.15 0.048*
) SCB 0.07 0.15 0.965
MIRUINMINFLAINATLIIT
L } KBANK BBL -0.36 015  0.048*
N0 IRV IR INAaY L
a o SCB -0.29 0.15 0.109
FALALING
SCB BBL -0.07 0.15 0.965
KBANK 0.29 0.15 0.109
* The mean difference is significant at the .05 level.
a3asiladasnsmsnaa BBL KBANK SCB  Total
—  milasansuiholasandensleadudsuazgam
wazbadng 423 | 3.74* 4.14 4.04
—  m3lasanmd Internet Banking ﬁmwa:&mm
mmimaﬂ@ﬁmauﬁmvlﬁ‘*ﬁ'mau 4.06 3.77" | 4.29* 4.04
— mﬂﬁé’mmamﬂﬁlwﬁmmmgﬂﬁw 3.97 3.4* 4.09* 3.82
—  MIRABATADIINHEY 3.88* | 3.46* 3.77 3.7
—  mslRuSmsfiazanaua9es sanTalwusms
RANRAL b % ﬁgmﬁmﬁ’u 433* | 3.97* 4.26 418

a’mmswﬁ']aﬁua@ﬂiuLLﬁazﬂizLﬁu"L@T'jw

milssandutholusandanuleaduisuszgaauazidiladie : BBL fuszAnTamn
@n11 KBANK agnsdiniugnamn
m3lusmIng Internet Banking Ianuazqan swsnaangnuazdoaladaia :

SCB HiseNTNIWANI1 KBANK agnalnusamn

o

mﬂﬁé’mmamﬂﬁﬂuﬁLﬂmmg}nﬁﬁ .. SCB HU5:&NTANaANIN KBANK atnslivudnaty

]

o

MInnaaa153INLHe : BBL J1senBnindnin KBANK agneiivisnany

M3AUINIINREZAINATULIT RINITlALS e nnane le agmﬁmﬁ'u - BBL ¥

o a

U3z NBNINANI1 KBANK agnslivisnay
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